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This Brilliant New Muminated 
0B Display Will Brin 
~ Bigger Profits! 


Lucite Display Is Dramatic 
Sales-Builder For Counter or 
Window! This beautiful O-B 
birthstone display is a compact, 
colorful sales - builder. Only 
$30 complete with 12 rings. 
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ENTER THE 0-B 
$1,000.00 “NAME 
TRAY” CONTEST 


Here is how you can win valuable 
cash prizes totaling $1,000.00. Sim- 
ply think up a name for the new 
O-B “Glamour-White’ ring trays, 
write it on an official entry tag, and 
mail to Ostby and Barton Co., 118 
Richmond Street, Providence, R. I. 
Entry tags on the back of all 
“Glamour-White”’ trays. Ask your 
wholesaler for further information 
about this contest or write direct 
to Ostby and Barton Co. 


Ostby & Barton Company First With 
Amazing Lucite Display 


Ostby & Barton Co. is again first with a sensational new flasher illum- 
inated Lucite birthstone ring display. Lucite, the amazing new trans- 
parent material, is the perfect light conductor for dramatic jewelry 
display. The novel O-B ring display is so made that the Lucite bars 
direct the light beams on the rings and make them sparkle and gleam 
with exciting lustre. We know that the appealing combination of the 
new O-B display plus the ever-popular O-B birthstone rings will 
mean a real sales increase for you. Individual birthstones are shown 
in natural color on the front panel which can be \ 2.9.0.0.9.9.9.0.0.8.5 
turned to illustrate six stones at a time. Your whole- 

saler can supply you. So act now, be the first in your 

community to have the new display and rings. 
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This beautiful 10K natural 
gold imitation birthstone 


y, Ye 
ORs ring priced to retail for 
< ton : $5.00 furnished in complete 
” » * Ie birthstone assortment with 
118 Richmond Street, Providence, R. I. = a eye-catching Lucite display 
———— illustrated above. 
Branches: New York, Chicago, Los Angeles 
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The KON-ITE Line 
covers the entire price range from 
the lowest price at which a GOOD 
strap can be made to the highest 
price that a FINE strap will com- 
mand. Regardless of price all are 
top values; there is no com- 
promise in the quality of Kon-ite 
workmanship. 


Your copy of a new broadside , “All You 
Need To Know About Watch Straps” 
is now in the mails. . . . Watch for it! 


A. SAUER & CO. 
Cincinnati 


ON Sphtphenf 
WATCH STRAPS 
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SPEAKING OF 


NUMBER of Paris jewelers 
have installed air raid shelters 


for customers. They’ve fitted out 


their cellars with steel beam sup- 
ports, or sandbagged the walls, and 
added a few benches, a first-aid kit, 
and, usually, a telephone, to call for 
help. Some of the larger shelters 
contain loudspeakers, to provide cus- 
tomers with news or music during the 





period of alarm. Shelters, in the 
stores, for the use of customers, have 
a distinct advantage over shelters 
installed outside, for the necessity of 
leaving the store when an air raid is 
announced would lose the shop any 
customers who might be there, while, 
by providing its own shelter, the shop 
can continue business, to some extent, 
even during a raid. Across the Chan- 
nel, in London, the Goldsmith’s Jour- 
nal comments: “The thoughtfulness 
of the shop in providing protection 
is appreciated by customers who find 
comfort and interest in the slogan, 
‘Buy here in safety from air raids.’ ” 


© © 


EWEST seasonal promotion of 

interest to many jewelers is 
National Luggage Week, June 17 
through 22, which will be held for 
the first time this year, and has as its 
slogan: “Travel America Year—Use 
Smart Luggage.” The Travel 
America idea is in line with Presi- 
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JEWELRY TRADE 


dent Roosevelt’s proclamation urging 
vacationists to travel anywhere north, 
south, east and west—just so long 
as they stay in America, North, 
South or Central. 

To tie in with National Luggage 
Week, jewelers with luggage depart- 
ments may obtain posters, streamers 
and a 16-page book of selling ideas 
from either their suppliers or from 
the Luggage and Leathergoods Man- 
ufacturers of America, Inc., 220 


Fifth Ave., New York. 


© © 


OAL miner by day, clock-maker 

by night—such is Walter Chris- 
topher, whose hand-made, wooden, 
11-day, striking clock attracted all 
eyes at the Tennessee Watchmakers 
and Jewelers’ convention last month, 
in Knoxville. 

Operating a coal machine 42 hours 
a week in the depths of the earth 
beneath Liggett, Ky., Christopher 
devoted his spare time during the 
last six months-to constructing 1633 
pieces—all wood, except hair spring, 
steel pivots and jewels—that com- 
bined to make his clock. 

There are 30 pieces of wood in the 
balance wheel, and many times that 
number of pieces in each of the 15 
cog wheels. The cogs are dogwood. 
Poplar, maple, cedar and walnut 
were used for other parts of move- 
ment and case. Christopher made 16 
jewels for his clock by melting, drill- 
ing and polishing glass. 


© © 


EWELERS of Monrovia, Calif., 
had hostesses—for a day. The 
Women’s Club helped them out, and 
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the jewelers along with some 60 
other business houses helped the 
Women’s Club. It was good fun all 
around. 

Sensing a need for building the 
home trade, the club approached the 
business men of the city with the 
proposition that the club members 
serve gratis for a day as store host- 
esses, while the entrance fee of from 
#5 to $10 charged the stores be en- 
tered into a fund for the club to re- 
tire its indebtedness on its building. 

Monrovia jewelers are not blind 
to the fact that there are some fine 
jewelry stores in Los Angeles and 
Pasadena and that Monrovia citizens 
have automobiles. So at their stores 
from 10 a. m. to noon and from 1 
p.m. to 4 p. m. on Hostess Day there 








were smiling club women to break 
the ice of getting introduced. Each 
club woman hostess was responsible 
for bringing 15 of her friends into 
the store on this day and getting them 
acquainted with the store personnel. 
Many more than just 15 came—but 
that was the minimum. The guests 
signed the register provided in each 
jewelry store—the names forming a 
valuable direct mail and telephone 
contact list where the names ran into 


50 and 60. 


© © 


OW retail industry can benefit 
by specialized education for its 
salespeople was explained to jewel- 
ers attending the recent ANRJA 
mid-year convention at Kansas City, 
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by C. E. Irwin, of that city. 

“It is by no means an accident that 
our national production machine is 
the envy of the rest of the world,” 
said Mr. Irwin, pointing out the im- 
measurable benefits from teaching 
agriculture, home economics, crafts, 
and journalism in the public schools. 

“In spite of the fact that 8,000,- 
000 people are engaged in selling, 
comprising the third largest em- 
ployed group of the nation, there are 
perhaps not more than three or four 
universities in this country whose 
specialized offerings are comprehen- 
sive enough to deserve the designa- 
tion of schools of retailing, and the 
situation in the high schools is even 
worse,” he said. 

As a solution to this problem, Mr. 
Irwin suggested the opportunities 
provided by the George-Deen Law. 
This legislation makes two types of 
service available: First, an educa- 
tional program to be set up to meet 
the needs of persons already em- 
ployed either on a full-time or part- 
time basis; and second, the establish- 
ment of distributive courses in the 
high school and in the junior college, 
provided these courses are conducted 
on a cooperative basis, i.e., the stu- 
dent is required to spend as much 
time in the job as he spends in 
school. 





IGHT-WORKING thieves 

tried, last month, to smash a 
hole in one of the invisible glass win- 
dows of Marcus & Co., Fifth Ave., 
New York, jewelers. Evidently 
scared away before they could finish 
their job, they succeeded only in 
splintering the glass, and got at none 
of the merchandise shown in the win- 
dow. Next day, Marcus & Co. in- 
stalled this sign in the window, 
behind the shattered glass: “Sorry, 
either the jewelry was too tempting, 
or the burglar couldn’t wait for the 
doors to open.” The glass was struck 
with such force that the concussion 
popped a crystal from the bezel of a 
wrist watch and the crystal flew two 
feet away, into a corner of the win- 
dow. 


© © 


66 HE striking manner in which 

we featured pearls recently 
brought them to the attention of all 
who passed,” said R. W. Ewart, pro- 
prietor of Ewarts, jewelers, Laguna 
Beach, Calif. ‘We arranged in the 
window a shadow box surrounded by 
a gold frame, so that it presented the 
appearance of a framed _ portrait. 
Within the box was the bust figure 
of a woman wearing a long rope of 
pearls. A card advised ‘Pearls Are 
Always Associated with The Portrait 

















"That ‘last one in stock’ special is selling fast. Bring up another 
dozen from the basement, and put ‘em under the counter." 
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of a Lady.’ A necklace of pearls of 
lovely luster and of subtle sheen 
appeals to the fastidious woman, 
Pearls, both natural and cultivated, 
were shown in strands of various 
lengths. The display was floored 
and draped in black.” 


© 
O NE small case, in Drosten’s, St. 


Louis, appeals to customers 
who are frankly value-minded. It 
holds five velvet-lined trays, labeled 
either “bargains acquired through 
private purchases” or “bargains ac- . 
quired from estates,” and containing 
watches, cuff-links, pendants, brooch- 
es, pins, watch chains, bracelets, 
rings, tie-pins—sometimes as many 
as 500 pieces—which Drosten’s has 
purchased from trustees of estates 
or private individuals. 

The only advertising or promo- 
tional effort extended to the “bargain 
case” are small showcards or posters 
placed in with the 
Otherwise, the store counts upon 
word of mouth indorsement from 
past customers to keep it active— 
and this spread of information has 
been responsible for a constant flow 
of traffic. 

Distress or estate jewelry sold out- 
side the jewelry store means. stiff 


merchandise. 


competition; competition is less if 
the jeweler himself sells this mer- 


chandise. 
o © 


tie famous first days—May 10, 
1940. On that day, be it known 
for posterity, jewels were telecast 
for the first time, according to an- 
nouncement by the Esso Television 
Reporter. 

The gems were loaned by Black, 
Starr & Frost-Gorham, and the next 
day became part of the exhibition in 
the House of Jewels at the New 
York World’s Fair. The program 
was on Station W2XBS of the Na- 
tional Broadcasting Co. 


© © 


HE National Association of 
Goldsmiths of Great Britain has 
started a publicity campaign, based 
on four slogans which are attractive 
and could be used in every country: 
“No Dress Is Complete Without 
No Hand Is Complete 
Without a Ring! No Room Is Com- 
plete Without a Clock! No Table 
Is Complete Without Silver!” 
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Pearls are the birthstone for June and the tradi- 
tional ornament of the bride. Hess & Culbertson, 
St. Louis, capitalized upon this seasonal interest 
with a striking pearl window. The floor was cov- 
ered with pink sand, on which were arranged sea 
shells, five giant imitation pearls and an assort- 
ment of cultured pearl jewelry. Items displayed 
were all in the moderate price class and the price 
of each was shown to register the fact that cul- 
tured pearls won't strain the average pocketbook. 
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Severely simple are these windows from Black, Starr 
& Frost-Gorham, New York, yet they attracted 
enormous attention. Life-size silhouettes of hands 
and heads on which jewelry was shown, as if on a 
living model, were placed in frames and on easels. 
Such silhouettes can easily be made by any artist 
from photos of famous women. Try them in your store. 
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Window 
Ideas 


For June 







Much of the Father's Day business of Smith-Pat- 
terson Co., Boston, last year, was traced to this 
display. Such a wide variety of attractive, useful 
gifts was shown that almost everyone found "just 
the thina for Dad," and the moderate prices on 
the cards removed hesitation about coming in. 
























Attractive display and packaging of bright 
eolorful objects in the $1 to $5 price range 
will appeal to the wives and youngsters 


the week before Father’s Day. June 16 


By BOB ROMBACK 





Above, Father's Day gift display by Mermod, Jaccard-King, St. Louis, 
includes "nut-and-bolt" jewelry at $1 to $2.50, summer belts, leather 
and linen watch straps, and packaged jewelry. Below, Father's Day 
greeting cards shown by Hess & Culbertson, St. Louis, brought cus- 
tomers inside, where Father's Day gifts were shown next to the cards. 


Remember Who BUYS Father Gifts 























































i B STEAD of the rugged, masculine items that are 
usually associated with Father’s Day, “pretty” 
things were featured successfully by St. Louis jewelers 
for promotion of the event in 1939. 

“Certainly it’s important that ‘Dad’ should be pleased 
and satisfied with the gifts he receives on Father’s Day,” 
commented Clarence King, of Mermod, Jaccard-King, 
“but it’s equally important to remember who is going 
to pick out the gifts. Women and children are the buyers 
of gifts for Father’s Day, and you won't find a pipe- 
buyer among a thousand of them.” 

It isn’t quite as bad as Johnny’s buying his mother 
a football for Christmas, but the same thought must 
prevail in the successful merchandising of a Father’s 
Day promotion, believe Jaccard’s, Hess & Culbertson, 
Robbins, Selle, and other St. Louis jewel houses. A 
wife or child will select something which appeals to her 
taste, regardless of for whom it is bought; the solution 
is to feature gifts from that narrow category of bright, 
colorful objects of handy utility which will still please 
the masculine taste. 

St. Louis jewelers find that Father’s Day purchases 
are almost entirely confined to a price bracket under 
$5, for many reasons. Primarily, most gifts for the oc- 
casion are bought by sons and daughters with limited 
spending money; about $1.50 or $2 is often their limit. 
Even when wives do the buying, the budget is usually 
held down since the gift is expected to be a surprise, 
and consequently father hasn’t been solicited for any 
unusual funds. 

Accordingly, Robbins Jewelry Co. arranged a special 
display of silver-backed comb and brush sets; Selle 
Jewelry Co. featured collar and tie clasp ensembles, and 
Jaccard’s put in a novelty collar and cuff-link set, called 
“nut and bolt” jewelry, in a brilliantly burnished gold 
finish. Each company devoted a window and interior 
display to the featured merchandise. 

That Father’s Day can be a good “clearance promo- 
tion’ for odds and ends which are slow-moving on the 
inventory was proven by Hess & Culbertson, who pre- 
sented an attractive window showing a galaxy of small 
items suitable for the occasion, including siphon bottles, 
pen and pencil sets, brush sets, bill folds, toilet sets, 
lighters, electric razors, and novelty tie clasps. This 
display was backed up by the poster material furnished 
by the Father’s Day Committee. 

Another clever vehicle to gift sales used by Hess & 
Culbertson was a tie-in with the store’s stationery de- 
partment, which played greeting cards heavily during 
the week preceding Father’s Day. A corner window 
adjoining an entrance was devoted entirely to an attrac- 
tive display of greeting cards, of which most were, of 
course, Father’s Day cards. Many hurried persons were 
reminded by this display to get a card for the occasion, 
and, upon entering the store, found an elaborate show- 
ing of assorted gift items adjacent to the greeting card 




















counter. Needless to say, impulse gift purchases induced 
in this manner were many. 

The consensus of opinion among St. Louis jewelers 
is that Father’s Day is an occasion of impulse sales 
anyway; most persons will usually talk themselves into 
believing that “after all, Dad doesn’t expect anything; 
a nice card will do . . . he'd rather I didn’t spend the 
money.” Accordingly, the psychology of merchandising 
has been to apply the chief force of sales effort at the 
point of sale, to induce purchases at the last minute 
which had not been premeditated. With this thought in 
mind, Father’s Day gift suggestions were well dis- 
tributed throughout all departments of the stores, so 
that shoppers on other missions would be reminded of 
the occasion, whether they were conscious of it upon 
entering or not. 

Display and packaging become of unusual importance 
on this basis also, since most men’s utility articles are 
relatively unattractive to the feminine or juvenile eye. 
When the 16-year-old girl is wavering between a 25-cent 
card and a $2.50 gift, the latter must be made to look 
mighty good to her to persuade her to do without that 
pair of slacks for herself. Care in arranging the small 
masculine gifts attractively was accordingly evident in 
the displays in the St. Louis stores, gift wrappings and 
unusual lighting effects being employed to enhance the 
merchandise to its feminine beholders. Whether a cus- 
tomer entered Hess & Culbertson’s for a watch repair 
or a set of silver, he or she was likely to meet the ques- 
tion, “Have you gotten something for Father’s Day? 
We have some lovely gift suggestions’ from one of the 
well-trained clerks. 
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Hess & Culbertson backed up a big group of modest-priced gifts with the 
Father's Day poster, last year. Father's Day, this year, comes June 16. 
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Newspaper advertising for the event followed closely 
this same line of merchandising, being confined chiefly 
to steady insertions of relatively small size during the 
week preceding. Copy featured some specific gift item 
of moderate cost. Evidence was present of carefully 
selected positions in the papers, most Father’s Day 
jewelry ads appearing on pages 3, 4, or 5 well to the 
front of the paper, despite their small size, so that they 
would not be missed, yet their small size carrying the 
impression of a reminder rather than the impetus of a 
large, “selling’’ advertisement. 

The occasion was found adaptable to a two-fold pur- 
pose, also, combining both a sales appeal for masculine 
gift items and a traffic stimulant which was turned to 
account for the sale of other staple items of jewelry. 
Jewelers reasoned that women and young people would 
do the buying for Father’s Day; accordingly, precau- 
tions to take advantage of the traffic thus produced were 
arranged. Each display of gifts for the occasion was 
flanked by attractive showings of feminine jewelry, sil- 
verware and objects of art. This merchandising twist 
was carried out by Mermod, Jaccard-King by placing 
a small Father’s Day showcard in every one of the 
store’s 16 windows, rather than confining Father’s Day 
promotion to a single display, thus combining the attrac- 
tions of their varied windows into vehicles to a reminder 
of the gift occasion, and reversing the appeal by pre- 
senting other types of merchandise to Father’s Day 
gift shoppers. 

“This gift occasion has a great many possibilities, if 
careful planning of merchandising and display tech- 

(Please turn to page 83) 
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EWELRY store traffic can be stepped up to a 
considerable extent through consistent promotion 
of fine leather luggage. 

Past experience of several jewelers has shown what 
can be done in properly presenting good leather luggage 
to their patrons. All who have done a fair merchandising 
and display job with this merchandise feel that it 
offers exceptional opportunities for profit and increas- 
ing store prestige. 

Finely fitted leather cases retailing from $75 upward 
are sold by several representative jewelry stores in 
many parts of the country. They can be sold by many 
others as well and in profitable volume, too, provided 
the proper presentation is made. Most luggage stores 
do not stock the better items, while in the department 
stores carrying top grades in their institutions, fine 
leather luggage is too good for the luggage departments, 
and as yet has not been carried by their jewelry depart- 
ments. 

The well-to-do public is definitely interested in this 
merchandise, and good jewelry stores, because they 
already have well established contacts with this class 
of trade, are in an exceptionally fine position to develop 
this profitable trade in connection with their regularly 
established lines of other fine goods. 

In Brock’s jewelry store in Los Angeles, fitted cases 
of the better sort, retailing as high as four-figure prices, 
sell throughout the year with especially good activity 
during the holiday season, as bags of this quality make 
a valued and lasting gift. 

Patrons buy fitted bags not only for exceptional gifts 
but for their own use, while visitors to Southern Cali- 
fornia at all seasons of the year select pieces from the 
store’s complete stock to take along with them on their 
travels. 

Again, fitted cases make ideal bridal presents from 
the groom to the bride or vice versa. Fittings in these 
bags are fine enough for any dressing table. Bottle 
sets and Victorian cases of good leather also have a wide 
consumer appeal. 

While at Brock’s, your ‘reporter found that such 
items enjoy a steady sale every week in the year, with 
peaks during May, July and August in addition to the 
active December business. Luggage comes in for its 
part of the regular advertising promotion here. 

In making a wide check-up among fine jewelry stores 
handling high-grade leather luggage, there was a pretty 
complete unanimity which might be summed up about 
as follows: Leather luggage business has increased in 
many stores, especially in those that have a separate 
room or division set aside exclusively for luggage. A 
competent luggage man placed in charge is a valuable 
THE JEWELERS’ CIRCULAR-KEYSTONE 
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Gyp-sick publie will readily purchase 
top grade luggage from jewelers 


who've built a prestige reputation 


by HARRY R. TERHUNE 


asset to the larger jewelry store. In fact, several 
jewelers voiced the opinion that a practical man, well 
versed in the selling of fine luggage, was the most im- 
portant single factor in developing this profitable 
branch of their businesses. 

Diversified styling now on the market offered by 
the makers of fine luggage offers an excellent chance 
of greatly increasing the business of any good jeweler. 
This merchandise is not in the price competitive field, 
and in many lines it is possible for a jeweler to have 
exclusive items in good luggage for his community. 

One good retail jeweler said, “Our experience in this 
department has proved to us that luggage is an added 
feature that sells readily in the best grades and affords 
a satisfactory return for the money invested. Luggage 
makes a real gift. With the different types of travel 
now being used by so many people, many different types 
of bags are a real necessity. Airplane, streamline trains, 
cruise, automobile and just weekends all call for their 
individual kind of luggage. With all this travel, we 
are finding a greater call for first class luggage than 
ever before. 

“As good leather luggage is mostly sold in sets, ex- 
actly the same sales arguments are used in presenting 
luggage as in presenting silverware—the practicability 

(Please turn to page 89) 





Ralph Byrd of Republic Pictures stows away 
some good leather pieces for a motor trip 








John o. Public Buys a Watch 


A study of the consumer market for watches 
im Akron, Ohio, conducted expressly 

for The Jewelers’ Circular-Keystone 

by Harry Dean Wolfe, assistant professor 


of marketing, Kent State University 


HY, when and how do people buy watches? 

What are the reasons that lead them to choose 
one make in preference to others? What influences 
them most strongly in selecting the store from which 
to make the purchase? What percentage of watches 
are bought for gifts, and what percentage for the buy- 
er’s own use? Do men or women buy the most watches? 

The jeweler who really knows the answers to those 
questions can plan his selling efforts far more intelligent- 
ly. He can concentrate his appeal on the factors that 
really influence purchases and avoid wasting time and 
money and energy on selling points that he may think 
are attractive but that the public doesn’t consider im- 
portant. He knows what and when and how to feature in 
order to get the best results. 

To help its readers toward that accurate, dependable 
knowledge that is so important in planning selling meth- 
ods, THe Jeweters Circurtar-Keystone has made a 
scientific study of watch buying and ownership in Akron, 
Ohio, the results of which are here set forth. 

Akron was selected as the laboratory for this study 
for the reason that it is a typical industrial city of me- 
dium size (population 255,040) providing a representa- 
tive cross section of wage earners, business executives, 
professional men and college students (Akron University 
—1581 undergraduates). It also is conveniently located 
to Kent State University whose School of Business Ad- 
ministration has done notable work in market research 
and which therefore we selected as an ideal organization 
to conduct such a survey. 

The study was made on a basis that would insure an 
accurate picture of the entire community. Obviously, it 
would be impractical to interview every one of the 255,- 
000 inhabitants, so a sampling was made that would ex- 
actly parallel it. 

First, the population was divided into income groups 
on the basis of data from such sources as government 
figures, supplemented by studies previously conducted by 
such publications as Sales Management, Printers Ink, 
American Home and others. It was found that 10 per 
cent of the families were in the high income group, 65 
per cent in the medium income group, and 25 per cent 
in the low income bracket. 

The upper income group was defined as people owning 
homes worth more than $7,500 or paying more than $75 
a month rent. The second group included homes valued 
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at $3000 to $7500 or renting at $31 to $75 per month, 
and the low income families those with homes below those 
figures. 

Then the various income group areas were marked on 
a large scale map of the city and the sample of several 
hundred families to be interviewed was carefully pro- 
rated among the various income groups and districts in 
exactly the same proportion as the ratio of that class to 
the total population of the city. A representative sample 
was taken from every neighborhood to avoid any possi- 
bility of the result being distorted by any local influences. 

In the same way the interviews were pro-rated be- 
tween men and women and between age groups in the 
same proportions as the total population. The net result 
therefore is that the several hundred people interviewed 
were an exact replica in miniature of the entire city of 
Akron—a sort of Gallup poll, which has shown such un- 
canny accuracy in gauging public opinion. 

In looking over the tabulations of figures, several note- 
worthy facts are immediately apparent. First, a sur- 
prisingly large number of both men and women outside 
of the high income group have no watch whatever. It is 
perhaps to be expected in the lowest income class, where 
17 per cent of the men and 18 per cent of the women 
said they had no watch, but non-ownership is just as 
great among women of the middle income group with 
19.4 per cent, and of even the men in this income class 
nearly 10 per cent are watch-less. 

Apparently there’s a real opportunity for some enter- 
prising jeweler to sell the idea of watch ownership to 
a lot of people who could well afford one of the modestly 
priced models that have been recently introduced by 
several prominent manufacturers. But they’ve got to be 
sold the idea—a mere price appeal in the form of “trade 
in your old watch” doesn’t mean much to the man who 
has no watch to trade. 

The weakness of a purely price appeal also stands out 
in the tabulations of the reasons for selecting the make 
owned, and the merchant from whom it was bought. Only 
10.1 per cent gave price as the chief consideration for the 
choice of brand. It was an even less important factor 
in selecting the store, accounting for only 7.1 per cent. 
Especially favorable terms were responsible for the choice 
of a store in another 5.5 per cent of purchases, so that 
even if price and terms are bracketed together, the two 
combined were the reason for the selection of the store in 
only 12.6 per cent of the purchases. Naturally the pro- 
portion was somewhat higher in the lowest income group, 
but even there, price and terms accounted for only 20 per 
cent of the store selections, which makes it look as if the 
boys who talk nothing but cut prices, trade-ins and long 
credit terms are barking up the wrong tree. 

At any rate, the reputation of the store was the prin- 
cipal motive for choosing that particular establishment 
to make the purchase in 50.5 per cent of the cases. The 
recommendation of a friend accounted for 14.7 per cent, 
and a good assortment of merchandise for 14.2 per cent. 

(Please turn to page 82) 
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Higher Incomes — Men and Women 
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SUNBURST stone 
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FLUTED LEG SQUARE 
BACK ON SIDE CHAIR . 














MIRROR 
PLATED JTERLING 
LoOUIy xwI PANTHEON cOMMONE 
REED & BARTON INTERNATIONAL SILVER CO. 
LOUIS XVIL 

a 

Note how the silver picks up the design motifs used in the furniture and decorations of the era. There are, 

of course, other patterns by various makers that would be equally appropriate, but because of space 

limitations we are able to show only one typical example in sterling and one in plate for each period. 
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Knowing Yesterday’s Designs 
Sells Silver Today 








The jeweler who can correctly advise his customer in the se- 
lection of a silver pattern that will be appropriate to her 
home, has gone a long way toward establishing himself in 
her eyes as the kind of expert counsellor from whom she 
naturally prefers to buy. “Know” the designs you sell! This 
series of articles, of which this is the second, by one of 
America’s foremost designers of silver and tablewares, will 
help you to acquire a better and surer knowledge of the 
characteristics of each of the important periods of design 


that are generally to be found in the better homes of today. 





BELLE KOGAN 





Part If The French Tradition (Louis XIV, XV and XVI) 


F tremendous influence on the art of living as we 

enjoy it today were the periods of the three 
French Louis—XIV, XV, XVI, reigning during the 
seventeenth and eighteenth centuries. There are subtle 
differences in the styles that emerged from each of these 
reigns, but characteristic of all three is a richness of 
ornamentation, an atmosphere of luxury, that is un- 
paralleled in any other decorative period. 

In many homes today 18th Century French decora- 
tion is to be found, for it is a particularly popular period 
with leading decorators. In scale, in detail, in feeling it 
lends itself to formal rooms, and so it appears frequently 
in present-day dining rooms, as well as in bed rooms. 
The contemporary silver patterns stemming from the 
French periods relate authentically to such backgrounds, 
and belong in homes where luxury and formality pre- 
dominate. 

It was during the reign of Louis XIV, known as the 
Golden Age in France (17th Century), that the French 
Under Louis XIV, crafts- 
men were subsidized by the courts, arts and artisans 
flourished, everywhere there was extravagant splendor. 


Renaissance came to an end. 


Great palaces were built, of which Versailles was the 
epitome, with classic, formal exteriors and_ interiors 
decorated in the height of richness. Under the stimulus 
of Court taste and interest, the great Gobelin tapestries 
were produced, Aubusson and Savonnerie rugs and m‘r- 
ror factories came into being. Furniture was heavy, large 
in scale, decorated with carving, often in the acanthus 
leaf or lotus bud motifs. 

A favorite motif of the king was the concave cockle- 
shell; other motifs of the period were scrolls, ribbons, 
flowers, swags, garlands, as well as animal forms, dol- 
phins, musical instruments, the sunburst. Other than 
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these motifs, little is adopted today from the furnishings 
of this period; the stiff pomp, the large scale, is not 
suited to today’s living. 

Following Louis XIV’s death, after a brief period of 
the Regency, Louis XV brought an entirely new type of 
life to France, reflected in the decoration known as 
“rococo.” Pleasure was the order of the day, and the 
king’s two favorites, Pompadour and du Barry, had a 
marked effect on the work produced by artisans. Favo- 
rite artists of Pompadour’s were Boucher, Fragonard, 
Greuze, in whose paintings are to be seen the character of 
the period. The trend toward chinoiserie, which had 
already begun, was pointed up by Pompadour’s interest 
in Indian and Chinese fabrics. Lacquered screens and 
lacquered furniture, due to this fondness of hers, be- 
came the craze. Because porcelains attracted her fancy, 
she persuaded the king to move the Sevres factory to 
Paris, and so this industry flourished. New forms, new 
interpretations in both porcelain and glass came into 
being because of the introduction of coffee and chocolate 
as beverages, as well as the popularity of sparkling 
wines. Dining became an art, and elaborate vessels and 
utensils of silver and gold were used at court. 

By the time du Barry came into favor, pastel colors 
were widely used. Furniture was lighter in line, smaller 
in scale, lavishly ornamented. Straight lines had given 
way to curved lines throughout decoration. A marked 
feeling of femininity colored decoration, and the popular 
motifs of the period, generously used for ornamentation, 
were doves, cupids, the asymmetrical shell, hearts, 
pastoral figures, musical instruments, flowers, birds, 
allegorical figures. 

As all decorative trends go in cycles, it was natural 

(Please turn to page 89) 












Where Gems 


Come From 


The far off, distant places where black men, 
brown men, yellow men and white men 
reclaim gem-stones from wind-swept mountain 
valleys, sun-scorched tropical islands 

and regions generally off the tourists’ 

track are shown on these two maps. Made 
under the direction of Sydney H. Ball, 
internationally-known mining engineer, the maps 
will help jewelers impart to their customers 
the fascinating story of gems’ romantic origin 
and their odyssey, from mine to show-case 
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Maps by John E. McGinn, Art Director, THE JEWELERS’ CIRCULAR-KEYSTONE 
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RESENT commercial sources of the 28 prin- 
cipal gem-stones are indicated on these maps. 
Dominant sources are marked with squares, and 
lesser, though still important ones, with triangles. 
Beside each symbol is a key letter denoting the 
gem found in that locality. Minor producing areas 
are not shown, except for diamonds, where the 
white segments of the circles reveal the percentages 
of the world’s production, by nations. 

Vast areas are notably lacking in gems. North 
America, for instance, is a major producer of only 
turquoise, kunzite and moss agate (U.S.A.) and a 
lesser producer of opal (Mexico and Honduras). 
On the other hand, certain restricted areas produce 
a great number of different varieties—the island 
of Ceylon, the Minas Geraes area of Brazil, the 
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Burma-Siam-Indo China 
Asia, the Ural Mountains of the Soviet Union, and 
the island of Madagascar. 

In 1937, the Torrid zone, between the Tropic of 
Cancer and the Tropic of Capricorn, produced by 
dollar value 50 per cent of the world’s gem pro- 
duction; the South Temperate zone about 47 per 
cent, and the North Temperate zone a little over 3 
per cent. The African continent, due to its domi- 
nance as a diamond producer, accounts for almost 
95 per cent of the gem-stone production. Of the 
present world’s production, 66 per cent comes from 
alluvial mines and 34 per cent from hard rock 
mines. 

One geological factor favors the ancient belief 
that gems, like gold, spices and rare drugs, are 


region in Southeastern 
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‘for the most part to be found among black people 
near the equator.’’ More intense rock weathering 
permits a greater concentration of gems in alluvial 
deposits in tropical lands. 

Most turquoise deposits occur in arid, mountain 
regions, where the climate fosters the growth of 
this gem, which is formed by surface waters. Peri- 
dot, being a gem which would readily decompose in 
a humid climate, is also, so far as fine material is 
concerned, restricted to desert regions. However, 
climate has little to do with the occurrence of most 
of the precious stones. 

A map like this would be an interesting back- 
ground for a window display, with colored ribbons 
connecting stone-set rings, bracelets and brooches 
with the places on the map whence such gems come. 
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ee you imagine a store in a town of 21,000 popu- 
lation making thirteen pearl sales every day for 
two solid weeks? 

Neither could we, but Brock’s in Rome, Ga., (popu- 
lation 21,846) did it. The explanation is simply that 
they used real showmanship in dramatizing their sales 
appeal. 

“We're going pearl fishing, and you’re invited,” 
the announcement, which went on to explain that Brock’s 
had obtained from the producers, the Imperial Pearl 
Syndicate, Chicago, a quantity of cultured pearl bearing 
oysters just as they came from the sea, with the pearls 
still embedded in them. Every one was guaranteed to 
contain a cultured pearl worth up to as much as ten dol- 
lars or more, which, by a special arrangement with the 
producers would be sold at a flat price of one dollar each. 

The purchaser was invited to come in, and for one 
dollar select and open any oyster he chose, and extract 
his own pearl. To anyone not fully satisfied with his 
find, the purchase price would be refunded on the spot. 

The window carried the same story as the printed 


read 


announcement. Set in the center was an aquarium con- 
taining tropical fish and plants which Mr. Brock, Jr., 
brought from his home. The floor around it was covered 
with clean white sand on which were spread a quantity 
of the unopened pearl oysters and pieces of cultured 
pearl jewelry with a show card telling the story of the 
“pearl fishing expedition.” 

The combined attractions of an opportunity for a bar- 
gain, the appeal to the eternal human desire to win some- 
thing, and the fact that the customers themselves became 
active participants in a sort of game, plus the thrill of 
owning a pearl that the owner himself had actually taken 
from the oyster, proved irresistible. 

In two weeks, which was the period for which the 
event was staged—twelve business days—160 of the 





oysters were sold—an average of over thirteen for every 
day of the campaign. And that, mind you, in a town of 
21,000 population and in a store with only 350 square 











«Pearl Fishing” 







Customers rubbed their eyes—then came 


Brings Business 





by A. S. PERRY 





Displays of made-up pieces brought 
orders for mountings to the tune of $1075, 


feet of selling space and only one display window. 

Nor is that all. In fact, it’s by far the smaller part 
of the business from this stunt. Wait till you hear the 
rest of it. 

Naturally the purchasers wanted to make some use of 
the pearls they had bought, so what could be more logical 
than to have Brock’s put them into mountings? Tact- 
fully, but effectively, the store furthered that idea. 

Right at the counter where the oysters were sold was 
a display of pearls set in various kinds of mountings— 
rings, earrings, stickpins, studs, etc.—a silent but con- 
stant suggester of ways in which the newly bought pearl 
could be used. The salesman, too, would remark, as the 
pearl was inspected, that it would make a beautiful ring 
or pin which would almost invariably bring a request to 
see some mountings. 

As a net result, the $160 worth of sales of the pearls 
themselves brought $1075 worth of business in mount- 
ings—a pretty tidy addition to the normal two weeks 
volume of a small town jewelry store—and all at the 
standard mark-up. 

Now, what did it cost? Here are the details of ex- 
penses. 

3500 printed announcements, including address- 

ing and postage 
52 inches newspaper advertising @ 45c. per inch 
Window display 


$70.00 
23.40 
3.50 


$96.90 


Business done: 
BO MONEE BLO. acs iaiaeisincs wean oe 
Mountings 


$160.00 
1,075.00 


$1,235.00 


Ratio selling cost to volume.............00.00- 7.8% 


Yes, showmanship pays. And showmanship doesn't 
mean standing on your head, wearing a red suit, or an- 
nouncing a “gigantic clearance sale at less than cost.” 
It means using your brains and imagination to capture 
your customers’ attention and interest and to stimulate 
their desire to buy what you want to sell. 
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$2665 paid for the new ceiling. 
lights and floor and the modernized 
eases, seen at the right. in 


amazing contrast to the old store above 


HE selling area of Savitt’s, Hartford, Conn., was 

transformed in five weeks’ time from dingy obsoles- 
cence (see the “before” picture) to streamlined modern- 
ism that should remain a smart bit of design until 1950 
(see the ‘‘after” shot) at a cost of only $2,665, without 
the loss of a single hour’s selling time. 

The $2,665 figure proves that average-sized jewelry 
stores can afford to modernize. This sum paid for the 
modernizing of old equipment, the purchase of some new 
equipment, and the installation of modern lighting, ceil- 
ing and flooring. It did not include the cost of expanded 
optical, repair, credit and vault facilities, in the rear of 
the store, or such construction as air-conditioning, plumb- 
ing or electrical wiring. 

Ten 15-year-old walnut show cases and wall cases un- 
derwent a face-lifting, 1940 style. It would have cost 
an average of $150 to replace these cases, or a total of 










SALES AREA 


Before Savitt’s Store 






Modernized—and After 





$1,500. Instead of this heavy expenditure, they were 
made over, in a local factory, two at a time so as not to 
interfere with business, at a total expense of $200. The 
show cases were refinished in straight-grain American 
walnut, and the old legs were replaced with recessed san- 
itary linoleum bases. The wall cases received straight- 
grain American walnut pilasters, and were topped with 
a cornice of vertical grain prima vera, edged with 
walnut. 

Open displays were placed on the left of the store, for 
chinaware, electrical appliances, radios, trophies, lug- 
gage and plated flatware, with better silverware, foun- 
tain pens and cameras behind glass, on this side. The 
new wall cases are straight-grain American walnut faced 
with prima vera, and the interior of these fixtures 
is painted a pale, neutral gray. 

(Please turn to page 70) 


CASHIER'S 
OFFICE 


Floor plan of the remodeled 
Savitt jewelry store in Hartford, 
Conn., showing the arrange- 
ment of the selling area pic- 


"hoon tured above, and the expanded 


OPTICAL ‘ vault, repair and optical facili- 
“oom ties. Murray M. Pearlstein, New 


York, designed and supervised 










the remodeling. 


OPTICAL EXAMINATION ROOM, 
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—- WITH THIS NEW 


a selakiely SPECIAL 


Wwor,iono'’s GREATEST t'rcwrTrER 


FREE with each 
order of 6 — this 
compelling coun- 
ter-case and win- 
dow display box 
and card 


= as always, continues to do every- 
thing “‘in the cards” to help its retailers increase 
their business. 

And as many retailers have suggested that a 
lower-priced “special” will help them make new 
RONSON friends and strongly increase their sum- 
mer sales, this $2.95 model was created. 

Furnished in the fast selling “STANDARD” 
and “PRINCESS” models. Finished in rich, pol- 
ished chromium plate. Covered with genuine 
black leather. The adequate monogram shield will 
easily accommodate a name or series of initials. 
It has the true RONSON air of quality and cor- 
rectness in every line and detail. It is the kind 
of “special” which should make every RONSON 
retailer jump at the chance of securing as many 
as he can obtain. 


RONSON national consumer advertising is out 
working for you every month. Concentrating 


See the complete and exciting RONSON lines for 1940 through 
your jobber or at these permanent display rooms. New York: 
347 Fifth Ave.; Chicago: 36 So. State Street; Los Angeles: 728 
S. Flower Street... .Visit RONSON Exhibit at Chicago Gift Show, 


Princess (as a No. 6022 
Standard . . No. 6023 


THIS month upon why it pays to own and give 
a RONSON in the summer—when matches are 
often useless at watering resorts and during 
sultry weather, the rainy season, etc. 


Tie in now with this great campaign. Stock 
these gorgeous new models. The price of the 
“special” alone will sell a lot of RONSONS for 
you, but your windows, cases and over-the- 
counter arguments will sell a great many more. 
Work with us and enjoy extra profits this sum- 
mer. We’re working with YOU. 


FREE—Displays, mats, folders for mailings, etc. They'll help your 
sales... Be sure to let customers know RONSON has an exhibit at the 
N.Y.World’s Fair, Store $1, Academy of Sports, Constitution Mall. 


NEW RONSON SERVICER 
Feature it and sell it to every 
RONSON Lighter purchaser. Because 
@ It contains a shen! supply of of “ 
accessories to keep a 

first-class working order for a , 4 
time. Which means perfect customer 
satisfaction and “recommends.” 
@ It increases your customer traffic. 


@ It gives you an extra profit... 





Palmer House, Rooms 676-677, July 29th to August 9th incl. 
ART METAL WORKS, INC. Offices and Factory: Aronson 
Sq., Newark, N. J. Canada: Dominion Art Metal Works, Ltd., 
Toronto. England: Ronson Products Ltd., London, W.C. 2. 


U. S. Pats. Re. 19,023—1,986,754; Canadian Pat. Nos. 288,148—289,889—849,108; British Pat. Nos. 291,696—435,667; Other Pats. and Pats. Pending 
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ORDER THESE (AND OTHER RONSON PRODUCTS) FROM YOUR JOBBER OR WRITE US FOR FURTHER INFORMATION. 








6 Collection Ideas That Produce 


These practical collection methods reaped a harvest of cash for 


other jewelers. and they’re yours for the asking. 


SYCHOLOGISTS write long and tedious books 

about the influence of color on human behavior, but 
it was not necessary for a Texas jeweler to be a stu- 
dent of psychology in order to adopt a simple use of 
color to speed up his collections. 

He knew that most business statements were printed 
on white paper, at least so far as his town was con- 
cerned. Hence, he reasoned, if he printed his state- 
ments on a paper stock of distinctive color, they would 
stand apart from the rest and that color would, in a 
manner, serve as a sort of collection trademark for his 


store. 
He adopted a brilliant canary yellow for all his 
statements. He uses no other color or shade. He de- 


clares that as a result he collects his bills more promptly 
than the average local merchant. 

“It is a simple matter,” he points out. “Because the 
statement is different, it is the easiest to find of all the 
statements in a customer’s file or on his desk. He finds 
it easily and pays it, rather than running through his 
other papers and perhaps finding another statement 
of a bill in the meantime that he realizes should be 
paid at once. The average man does not pay all his 
bills at the same time; so the statement that attracts 
his attention first is paid first. A distinctive color sim- 
ply shouts for attention, while statements on white 
paper merely murmur.” 

Hold a Collection Contest 

A Georgia jeweler doing little installment - business 
but a great deal of open account volume was startled 
in checking thoroughly into his outstanding accounts on 
the first of the month to realize that there was so much 
money due him in over-due accounts. 

Because the store was in a comparatively small town 
and the volume of business done by the store was 
merely normal for a store in a town that size, this 
jeweler felt that he could not afford a regular credit 
manager. He and his office girl handled all credits. 
along with multitudinous other details. 

With this disturbing discovery, the jeweler consid- 
ered employing a credit man temporarily to try to 
straighten out the matter, but after further thought 
conceived the idea of having every employee of the 
establishment, including himself, turn collector for a 
brief time, specializing in these over-due accounts. 

There were five employees altogether. He called them 
togther one evening just after closing time and ex- 
plained the serious situation to them. He explained that 
those who helped to sell merchandise knew the offending 
customers better than any outsider could know them, 
and for that reason they should be better able to make 
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the collections than a regular credit man. He asked 
the employees to pitch in and help. At the same time, 
he offered three cash prizes, a first of $15 and two 
others of $8 each, to the employees who made the best 
record of collections for a period of 15 days, starting 
two days hence. 

He divided the accounts as equally as possible among 
the five employees, taking what he considered some of 
the worst for himself. Ratings for the prizes were on 
the basis of total money collected and also on the 
percentage of all accounts collected. First prize went 
to the employee who made the best combination record 
(total money and percentage), the other two prizes 
went to employees who excelled in either percentage of 
total accounts collected or amount of money taken in. 

Within 15 days, the contest brought in a little better 
than $5,000 of the $6,400 outstanding and elicited 
promises covering all but $400 of the remainder. 


Twine Ropes ‘Em In 

“This is to remind you that your account of $9.98 is 
four months past due and your remittance will be 
greatly appreciated,” is the first sentence of a collec- 
tion letter used by a Missouri jeweler with effective 
results. 

What makes the letter different—and effective—is a 
piece of ordinary twine knotted through a perforation 
in the corner of the letter. He says the letter gets in 
old accounts when all ordinary methods fail. 


Envelope Enclosures Get Returns 

A general merchant in a small Midwestern town has 
found it excellent collection policy to enclose a self- 
addressed envelope with every statement he sends out, 
whether the statement covers a current account or an 
old one. He keeps a supply of envelopes printed for 
this purpose—a size smaller than those used to mail 
statements—and every statement going from the office 
by mail has an envelope enclosed with it. 

“It saves time and trouble for the customer,” the 
merchant explains, ‘‘and any little thing that makes it 
easier for a credit customer to pay his bill speeds up 
the process.” 

"Unfaithful," Writes Feminine Hand 

A Southern jeweler has found a mild form of deceit 
profitable in certain individual collection cases. He calls 
it his “unfaithful” letter. 

The letter is written in longhand by some feminine 
member of the office force, on social stationery. It is 


addressed to the customer at his home. The salutation 


(Please turn to page 84) 
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BLUEPRINT 
FOR PERFECTION 


With due honor to a glorious past, the Lon- 
gines Watch of today is a more perfect time- 
piece than all that have preceded it for 74 
years. In this period the product of craftsmen’'s 
skill alone has become the composite prod- 
uct of science, engineering, metallurgy, and 
research technique. But now as then the rela- 
tive superiority of Longines Watches is clean 
cut and definite. 





Reg. U. S. Pat. Off 


THE WORLD'S MOST HONORED WATCH 





Longines Watches have been identified with 
fine jewelers for seventy years 


The jeweler who features Longines Watches does two things. 
He puts himself in a position to share in the growing demand 
for Longines Watches (which is the cumulative result of con- 
tinuously increased Longines national advertising). He identifies 
his establishment with a watch that has been associated with 
fine jewelers for more than 7O years. In a word, he increases 
profits, and prestige, at the same time. 


LONGINES-WITTNAUER WATCH CO., INC. 
580 FIFTH AVENUE, NEW YORK, N. Y. 
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Seme Steek in Amsterdam: 


War Halts Cutting of Small Diamonds 


Belgian Dealers Flee with Goods, Though Nazis Presumably Seize 






Impending Shortage of Small Sizes, 


Melee, and 8-Facets Ups Prices; Supply of Larger Stones is Assured 


HE crashing, clanking invasion of Belgium and 

Holland by 40 German divisions extinguished the 
Low Countries’ diamond cutting and polishing indus- 
tries, which supplied 95 per cent of the United States’ 
cut diamond imports, temporarily suspended the London 
and New York markets for small sizes, melee and single- 
cut, and raised diamond prices in inverse proportion to 
their size. 

Seven months and ten days of war—prior to the col- 
lapse of Belgium and Holland—had already produced 
the following approximate increases for cut diamonds 
in the United States: One-half carat and larger, 10 per 
cent; one-fourth to three-eighths carat, 15 per cent; 
sixes and fives per carat, 20 per cent; sevens to twelves 
per carat, 30 per cent; smaller full-cut, 35 per cent, 
and single-cut, or eight-facet, 60 to 80 per cent. 

When New York importers resumed the sale of eight- 
facets last week, ten days after the fall of Antwerp, 
these stones were quoted from 40 to 60 per cent still 
higher than the previous increase. Cut stones smaller 
than three-eighths of a carat also moved upward, but 
to a less extent, in proportion to cutting costs in terms 
of size. 

New York City’s two score diamond cutting establish- 
ments, with 300 employees, produce, for the most part, 
gems of one-half carat and larger, and, though they 
cut sixths, fifths and quarters from crystal ends, they 
cannot profitably manufacture gems smaller than three- 
eighths of a carat. 

American cutters formerly saved ends that would 
yield smaller stones than six per carat, shipped them to 
Belgium, had them cut there and re-imported them into 
this country, at 10 per cent duty on the finished article. 
Because of the lower European wage scale, this method 
was considerably cheaper than cutting the small goods 
in New York. 

Sir Ernest Oppenheimer, chairman of De Beers Con- 
solidated Mines, Ltd., assured the American trade in 
a statement on May 18 that the Diamond Corp. and the 
Diamond Trading Co. are “making immediate arrange- 
ments to assure that adequate supplies of gem stones 
suitable for cutting and polishing are available to the 
United States trade.” He continued: 

“We have no intention of raising prices of rough 
diamonds to the United States buyers at the sights in 
London next week [May 21 and 22, held exclusively 
for American buyers], with the exception of certain 
adjustments which it is intended to make in order that 
more qualities may become suitable for the United 
States market. In view of the steps indicated, therefore, 
there is no danger of any shortage developing.” 
American importers—many of them represented by 
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brokers at the sights—were agreed that gem diamonds 
will continue to be available and, subject to the eventu- 
alities of war, blockades and increased taxes, no revolu- 
tionary rise might be expected. Cutters in the United 
States, France, England and South Africa can produce 
sizes of three-eighths of a carat and larger, to meet any 
demand that may develop. 

The big unsolved question, however, was the future 
supply of cut, ranging from three-eighths of a carat 
down to 300 per carat, in the production of which 
Belgium specialized with wages of $9 to $14 for a 
40-hour week, compared to the vastly higher $60 average 
wages earned by American cutters working 35 hours a 
week. Cottage labor in Germany formerly produced 
small goods at wages much lower than even the Belgian 
level. 

Cut diamonds were the No 1 export of both Belgium 
and Holland to the United States, and over 95 per 
cent of this nation’s imports of cut diamonds came from 
these nations. Smaller stones (10 or more per carat) 
made up by weight 87.6 per cent of the total and 81.4 
per cent of the dollar value. Last year America im- 
ported 427,822 carats of the smaller diamonds, valued 
at $22,310,100, compared with only 60,332 carats of 
stones larger than 10 stones per carat, valued at $5,- 
107,173. 

Some changes in jewelry design have already re- 
sulted from the higher prices for the small brilliants, 
melee and eight-facet. To retain prices at former levels, 
some manufacturers are using fewer and_ smaller 
diamonds, and employing more chasing, engraving and 
piercing for decoration. Likelihood was also seen— 
unless the war ends sooner than expected—for the use 
here of the cheaper yellow colors that were formerly 
sent to European and South American countries. 

In London, the diamond market’s trade was at a 
standstill, according to cablegrams received by THE 
JewevLers’ Circutar-Keystone on May 21, from sev- 
eral British sources. Refugees and merchants were not 
selling, awaiting higher prices rising from the inevitable 
scarcity of smaller goods. 

The cutting factory at Brighton, England, where the 


- late Bernard Oppenheimer employed several hundred 


disabled ex-service men at the end of the last World 
War, has been reopened by a London diamond mer- 
chant. Bernard Oppenheimer was a brother of Sir 
Ernest, the De Beers chairman. Men who were trained 
there are being reemployed. 

British diamond merchants predicted that the cutting 
and polishing industries of Antwerp and Amsterdam 
would be reestablished elsewhere—possibly in England, 

(Please turn to page 68) 
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Pearls are Trumps! 


IN THE GAME OF JEWELRY FASHION 


and those jewelers who feature in advertising and promotion 
MIKIMOTO CULTIVATED PEARLS can play for a GRAND 
SLAM. In practically every form of jewelry—necklaces, bracelets, 
earrings, clips and rings—PEARLS express fashion’s latest note. 


There is no item that takes the place of PEARLS as a gift, and 


wi every month is a gift month for some one. 
Since 1894 — the If a visit to one of our offices is not 
MIKIMOTO seal on ; ee : ; ; 
a necklace or brace- convenient, we invite your inquiry by mail. 


let has been a safe- 
guard—a guarantee 


ovocne Kk, MIRIMOTO, INC. 


est quality of cul- 





tured a 630 Fifth Avenue, New York 

grown in the liv- 

= a lg en 55 E. Washington St. 209 Post St. 
originator and _ in- Chicago San Francisco 
ventor thereof. 














| ——_____ omens 
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Glimpses 


of 
Paris 
Fashions 





@ That Nazi-battling France continues to practice the 
gentler arts, with all the originality and imagination of 
peacetime, is indicated by this selection of designs prepared 
recently in France’s capital and reproduced here by special 
arrrangement with “L’Officiel de La Bijouterie et Acces- 
soires,’ the Parisian jewelry fashion publication. 

Human and animal heads vie with flowers in the decora- 
tive treatment of this jewelry. Witness the curly-headed 
woman's face on the vanity, the top of which is engine- 
turned to resemble a picture-hat. Witness the Bacchus head 
brooch or lapel ornament, with grapes and grape-leaves 
decorating the brow. Witness, too, the bird head cigarette 
holder, and the horse-head end of the leather wrist watch 
attachment. 

The bracelet is entirely floral in treatment, the “stem” 
encircling the arm, with two opened flowers, a bud, and a 
curling leaf the decorative interest. Platinum, diamonds 
and colored stones are indicated for this graceful jewel. 
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DECORATION ana diamonds 





1900 


Fashionable taste of this period is reflected 
in the lavish ornamentation and rich detail of this 
room in the home of a wealthy family. 


A similar taste in personal ornamentation made 
diamond sales heavy during that period. 











1925 


Severity, with an almost total absence of 
ornamentation, was the modish theme for interiors 
of the twenties. 


Plain, unadorned ‘hands like these were also in 
fashion . . . and diamond sales suffered. 


1940 


The trend in today's fashionable interiors 
is again toward richer decorative themes, with con- 
trolled ornamentation. 


Personal ornamentation is following the same trend, 
with rings reappearing on most smart hands. The 
time is now ripe for you to capitalize on the grow- 
ing popularity of diamonds by increasing your own 
local diamond advertising and promotion ... by 
helping the nation-wide diamond advertising and 
publicity bring additional business to your store. 


DE BEERS CONSOLIDATED MINES, LTD., AND ASSOCIATED COMPANIES 
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Imperial Pearl Syndicate 


At the New York World’s Fair in the 
World of Fashion Bldg. 












To show our appreciation to retail jewelers all over the United States, and to 
assist them in their merchandising effort, we are repeating, but in a more spec- 
tacular manner, our Pearl Exhibit at the New York World's Fair in the World of 
Fashion Building. 


Millions of the public will again see divers, surgeons and drillers at work demon- 


strating how IMPERIAL CULTURED PEARLS are grown and developed at our 


Pearl farms in the South Seas. 


Division of 


THE AMERICAN JEWELERS BUREAU, INC. 











THE JEWELERS’ CIRCULAR-KEYSTONE 
for June, 1940 





tiAgain Leads the Parade... 


hi At the Golden Gate International 
Exposition, San Francisco 





These two exhibits make IMPERIAL CULTURED PEARLS the most dynamic, pub- 
licized line in America. As a result of these exhibits, interesting news stories have 
appeared and will continue to appear in roto-sections of the Metropolitan news- 
papers. Radio as well as Television broadcasts will be made, thus carrying the 
message of IMPERIAL CULTURED PEARLS to additional millions that may not 
have an opportunity to personally see the exhibits. 


We will be glad to tell you how your store can tie in effectively 
with our marvelous publicity plans. Write to our nearest office. 


IUPEARL SYNDICATE 


5 North Wabash Ave., Chicago 
607 Fifth Ave., New York . 210 Post St., San Francisco 
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oe a diamend never deteriorates, it does 
lose much of its brilliance and charm in out- 
moded setting,” wrote Geo. T. Brodnax, Inc., in a bril- 
liant newspaper advertisement that keynoted a July 
campaign to sell Memphis, Tenn., on the idea of getting 
“New Brilliance from Your Old Jewelry at Little Cost.” 

“Jewelry styles change as definitely as frocks or mil- 
linery,” the Brodnax advertisement continued. “And it 
isn’t safe either, because an old setting may not be se- 
cure! Let us show you how beautifully and reasonably 
we can transform your old-fashioned jewelry into an ex- 
citing new ring.” 

White or yellow gold mountings were quoted at $6 to 
$15; diamond-set gold mountings at $12 to $50, and dia- 
mond-set platinum mountings at $15 to $300. 

Jewelers everywhere can profitably push remountings 
during July, to help lift the sales curve during mid-sum- 
mer. Here’s how 10 other jewelers have successfully 
advertised new mountings. 

Julius C. Walk & Son, Indianapolis, pictured six old- 
fashioned Tiffany and basket mountings of the long-skirt 
era and inquired: “Do your rings belong to the long, long 
ago? Rings like these are ’way out of style. Your dia- 
monds will be more beautiful when modernized. Modern 
metals and designs will materially increase the appeal of 
your jewelry. Let us plan your ‘modernization cam- 
paign.’ Our stock of ring mountings is complete for style 
and range of price. Furthermore we can submit special 
designs and estimates within a few hours.” 

Loring Andrews, Cincinnati, took this angle: “New 
Life for Old Jewels. 
of jewelry that has begun to lose its charm and interest 
for you, let us remake it into something so sparklingly 
new and exciting that you'll keenly enjoy wearing it! It 
will delight you to discover what gorgeous new things 
can be made to blossom forth from these older pieces— 
brilliant new cocktail rings, circle brooches, clips and 


If you have even one piece 
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YOUR RINGS B 
TO “THE LO 


Sell °’Em on Remounting 


A modernize your jewelry” campaign paysin July, 
You can get ideas for your own advertising from 


these Il ads that generated sales for other jewelers 
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\ 
Platinum 1s bet 
most as low 








even bracelets or bracelet ends for wrist watches and at 


what moderate cost... . We are glad to submit designs 
and estimates for such remodeling upon request.” 

Traub Bros. & Co., Detroit, used short copy amid 
plenty of white space to attract attention. The headline, 
in script, said: “Look Tonight,” and the copy went on: 
“Somewhere you may have put aside an old jewel which 
you thought had seen its day. Now if you will bring that 
same jewel to us, and let us reset it in a new modern 
mounting, it will live again.” 

Selle Jewelry Co., St. Louis, pictured a dozen old- 
timers in an inverted U-shaped panel, and ran the fol- 
lowing copy in the center: “Friends Notice Your Out-of- 
Style Rings. Five years or more ago the rings pictured 
here were peak of fashion . . . but they’re ‘passe’ today. 
As you notice these, your friends will notice your rings 
if yours are out of style. Be smart. Let Selle’s reset 
your diamonds into the stunning styles of today! Costs 
little.” A drawing of a modern mounting, with two side 
diamonds, completed the ad. The mounting was priced 
at $35. 

Selle used the same illustration of old mountings with 
this change of text, in another remounting ad: “How 
Your Rings Should NOT Look. If your rings look like 
these they are five years old (or older) .. . ’way out of 
style. Why wear them when it costs so little to have 
Selle’s remount your diamonds in the beautiful creations 
of today. A ring you can be proud of !”’ 

Donavan & Seamans Co., Los Angeles, appealed to 
the vacation-bound with this copy: ‘““While Sailing Sap- 
phire Seas. . . . Let Us Modernize Your Old Jewelry. 
Before you go on your vacation let us give you ideas 
and estimates on remodeling your old jewelry. Many a 

(Please turn to page 69) 
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‘Forward’ Trade Program Asked 
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INDEXES OF POPULATION, INCOME, JEWELRY STORE SALES AND JEWELRY MANUFACTURES 
—1929 = 100. National income, estimated by the Department of Commerce. Jewelry manufacturers’ 
data includes Census of Manufactures totals for value of products of the jewelry and jewelers’ findings 
and materials, silverware and plated ware, lapidary work, and clocks, watches and time-recording 
devices, and materials and supplies except watchcase industries. Jewelry store sales for 1929, 1933 
and 1935 are actual figures from Census of Distribution. Sales for other years since 1929 are estimates 
of the Department of Commerce. Sales previous to 1929 are estimates based on a sample study of the 
Bureau of Foreign and Domestic Commerce. Note how jewelers’ sales have not kept pace with the 
growth of population, nor with recovery in the national income and jewelry manufactures. 


HE DeBeers campaign is an example of the con- 

certed, carefully planned institutional action which 
the jewelry trade needs, if retail jewelers are again to 
sell the volume of diamonds, other precious stones, fine 
silver, glass and china they once sold, Arnold L. Skin- 
ner, of the Marketing Research Division, Bureau of 
Foreign and Domestic Commerce, declared last month 
in an address before the Maryland, Delaware and Dis- 
trict of Columbia Jewelers Association at Washington, 
D. C. 

The net result of this undertaking to restore the 
symbolism, sentiment, beauty and poetry to the posses- 
sion of diamonds will not show up immediately, but over 
a period of years, Mr. Skinner said, since important mar- 
kets, once lost or partly lost, “cannot be regained over- 
night,” and he cited the revival of the markets for 
phonograph records, pianos and bicycles during the last 
few years as the fruit of continuous work. 

“During the ’20’s,” he said, ‘‘a considerably greater 
part of your sales were made up of diamonds and other 
precious stones and fine silverware—the items for which 
jewelry stores are traditionally noted—than at present. 
During the decade of the ’30’s, with a seriously con- 
tracted market for these items, you found it necessary 
to broaden considerably the list of items you sell. 

“The peak in the value of jewelry manufactures was 
reached in 1919, and silverware in 1927. In 1937 both 
jewelry and silverware production amounted to about 
two-thirds the 1929 values. Watches and clocks, how- 
ever, reached their peak production in 1937, when the 
values were more than 25 per cent greater than in 1929. 

“Bearing in mind these relationships, look now at the 
course of sales of retail jewelry stores since 1924. The 
high point during this 16-year period was reached in 
THE JEWELERS’ CIRCULAR-KEYSTONE 
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1926 when sales amounted to 565 million dollars, or 
more than 5 per cent greater than the 1929 volume. But 
1926 was not the high point in your sales. There are 
indications that sales in 1919 ranged between 590 and 
600 million dollars, and if true, probably represents the 
all-time high in jewelry store sales, representing $5.50 
to $6 sales to every man, woman, and child in the 
country. By 1929 your per capita sales had already de- 
clined to $4.40. Sales took a terrific drop during the de- 
pression which began late in 1929, and in 1933 per 
capita sales amounted to slightly less than $1.40. Last 
year—-1939—jewelry store sales had advanced to about 
$2.25 per capita. During the first quarter of 1940, sales 
were 13 per cent greater than during the comparable 
period of last year. 

“Observe these facts: In 1939 population was more 
than 8 per cent greater than in 1929. National income 
had recovered to within 17 per cent of its previous all- 
time high in 1929. Jewelry production in 1937 was 
within 21 per cent of its 1929 volume. But jewelry store 
sales in 1939 were still 43 per cent below the 1929 vol- 
ume, and still more below the previous high points. 

“Are jewelry store sales in a state of permanent de- 
pression? Can jewelry store operators ever hope to at- 
tain the same relative sales positions you enjoyed in 
1929, or in 1926, or in 1919? Or, of even greater im- 
portance, can you ever regain your relative markets for 
diamonds and the other precious stones and fine silver? 
. .. the items you love and appreciate and treasure? 

“Basically, there are three factors which affect your 
sales volume, or which determine your capacity to make 
sales. The first is the level of national income. 

“The second factor which tends to limit your sales 

(Please turn to page 72) 
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WAR HALTS SMALL DIAMONDS' CUTTING 
(From page 58) 
Raris or Southern France. The De Beers chairman 
stated that such steps are being taken in conjunction 
with the authorities of the various countries concerned, 
but that decision as to the ultimate destination of the 
trade has not yet been given, pending the turn of events 
in the Low Countries during the coming weeks. |t 
would take a year to reestablish the small diamond 


| cutting industry, London interests said. 


Sir Ernest emphasized that De Beers and the Dia- 


| mond Corporation have no official agents for the sale 
| of diamonds in the United States. “If certain persons,” 
| he declared, “have been purporting that they are our 


| official agents, this is entirely untrue. We have no rep- 


| resentative in America, but if we decided to be repre- 


| sented there, we would make an _ official announce- 
| ment to that effect.” 


A new licensing order now in force regulates the 


sale of rough, and requires purchasers to prove that 


they will cut for jewelry purposes. This order is 
directed against the seepage of industrial diamonds to 
Germany. Diamond exports must be paid for in official 


| sterling (pegged at $4.68) instead of through the 


cheaper free market. , 

In the British view, the diamond industry is stronger 
than ever. Up to the time of the Low Countries’ inva- 
sion, uncut sales this year totaled $20,000,000, against 
$25,000,000 during the whole of 1939. 

Germany’s blitzkrieg army rolled over Holland with 
such speed that few diamond cutters probably managed 


| to carry their stocks to safety in England or France. 


Large quantities of diamonds are said to have been 


seized by the Nazis when Amsterdam fell. 
The invaders caught two well-known Dutch mer- 


_ chants, who were seeking to escape with their diamonds, 


stood them against a wall, and shot them, says an un- 
confirmed report that was circulated last week in Hatton 


| Garden, London’s jewelry center. A more fortunate 


merchant, according to a New York report, fled to 


| London with several million dollars worth of goods—a 


fellow-passenger with Queen Wilhelmina. 

Day before the invasion, about 2000 cutters were 
working in Amsterdam, 6500 in Antwerp. Both cen- 
ters’ equipment was lost to the Germans, but since 
England controls the supply of rough, this will be of 
little use to them. 

Antwerp dealers, wakened before dawn the morning 
of May 10 with the news that the big show was on, 
packed their supplies of rough, partly finished and 
finished goods, shut up shop, and joined the horde of 
3,000,000 refugees that made their way in automobiles, 
trucks, by bicycle and on foot to the Channel ports 
and down into France. 

The bulk of the Antwerp diamonds were saved, ac- 
cording to reports reaching London and New York. 
Two men representing the Louis Gurfein & Son cutting 
plant in Antwerp found themselves in London, where 
they had gone to purchase rough, the day of the invasion 
—personally safe, but fearing for the safety and where- 
abouts of wives and children. 

Many Amsterdam and Antwerp dealers transferred 
their business, during the last year, especially since the 
start of the war, to New York, Portugal, England, and 
South American countries. About 50 are said to have 
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located in New York, confining their sales for the most 
art to cash transactions with established importers with 
whom they had contact on the other side. 

“American importers’ stocks of eight-facets are low, 
because of the sharp rise in the price of such goods 
since the start of the war,” commented Walter Kahn, | 
of L. & M. Kahn, New York. “Importers fought shy of 
buying, looking for lower prices. Stocks in the Low 
Countries were also low, for the supply of small rough 
was rigidly controlled, and the moment salable goods | 
were finished they were sent to America.” 

That the rising price of small goods will little affect the 
price of much diamond-set merchandise was emphasized 
by Lazare Kaplan, of Lazare Kaplan & Son, New York. 
“Consider an engagement ring, containing a half-carat | 
center diamond and six side diamonds weighing one 
point each,” said he. “The price of the center stone | 
has hardly risen at all, except for war risk insurance. 
Though the one-point stones have doubled in price, the | 
difference would be only $4.50 to the jeweler, and even 
after the jeweler’s Keystone mark-up, only $9.00 to the | 
customer. Thus, a ring of this description that sold 
at retail for $200 before the war may be sold today, 
with the same dealer profit, for $209.00. There will 
be a bigger differential, of course, in the replacement 
cost of jewelry using large numbers of small diamonds.” 

“In view of the general cynicism as to gold value,” | 
A. D. Leveridge, New York, said: “I believe there is 
every reason to believe that although no sensational 
rises are expected, the British government will see to 
it that it obtains every possible advantage from a com- 
modity whose desirability as a liquid asset has never 
been questioned. 

“However, I would call attention to Sir Ernest 
Oppenheimer’s stressing the term ‘gem stone’. I be- 
lieve this is meant to exclude not only mechanical 
diamonds and boart but also small ornamental diamonds. 
The training of an adequate personnel in the produc- 
tion of the latter type of goods is practically impossible 
in a space of less than several years. For them to be 
produced by cutters of gem and other large diamonds 
would result in prohibitive prices for small goods.” 

Even should widespread demand for gem diamonds 
develop, it would be difficult for the cutting industry to 
expand in New York, according to Jules Verbeeck, pres- 
ident of the Diamond Workers Protective Union of 
America. The 300 cutters now employed in 40 New 
York cutting establishments are a tight little organiza- 
tion, with an average age of 50. Only a score of ap- 
prentices are said to be learning the industry in New 
York. Mr. Verbeeck doubted that the 300 or so diamond 
cutters who drifted into other employment when several 
larger establishments in New York closed down 10 years 
ago will be attracted back to the benches. 


SELL 'EM ON REMOUNTING 





(From page 64) 


safe deposit box contains the necessary jewels for a fas- 
cinating clip pin, bracelet or ring. Rising prices have not 
as yet affected this work, which is done by our own 
craftsmen on our premises. When you return a supreme 
jewel thrill will be waiting for you. Charge accounts 
are welcomed.” 





Linz Bros., Dallas, pictured five new mountings at $55 
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| ring. 
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| ings in platinum and white gold, $12 to $100." 





to $160, and a girl admiring a new ring on her finger, 
with this copy: “Glorify Your Diamond in a New Lin, 
Mounting. Precious stones recapture their original beauty 
and luster in a new Linz setting. Of solid platinum with 
baguette and round diamonds these mountings are gp. 


Lambert Bros., New York, advertised: “E njoy Your 
Old Diamonds in these Smart New Mountings. Lambert 
craftsmen are experts at restyling and remodeling oy. 
of-date jewelry. Let them transform your old unwear. 
able pieces into smart new jewelry that will bring. yoy 
real satisfaction. A. Let us combine a number of. net. 
old pieces into a smart clip or brooch, like this. Our de- 


for your old solitaire. Complete with two round and two 
baguette liamonds, $65. C. Have you two round dia- 
monds? Let us set them in this mounting complete with 
two baguette and 14 round diamonds, $150.” Pictured 
were a modern clip brooch, solitaire and twin-diamond 


loster’s, Providence, headlined: “Jewelry Styles 
Change, too ... Be Modern with a New Setting for Your 
Diamonds.”’ The copy continued: “Are you ashamed to 
wear your diamonds because of their outmoded mount- 
ings? Don’t hide the true beauty of your stones in a 
mounting that changing fashion has consigned to ob- 
security. Come in... we ll show you how a beautiful, 
modern mounting will add new life and interest to your 
diamonds. Our showing of mountings is large . . . but if 
you don’t find just the type to appeal to your taste, we'll 
design and create just the style you have in mind.” Pic 
tured were two modern mountings, captioned, “mount- 


Wiss, Newark, N. J., traditionally goes to town with 
remounting old jewelry and frequently devotes window 
displays to this creative work. A recent Wiss ad said: 
“Restyle Your Old Jewelry. Although diamonds are 





‘eternal, style, like time, marches on and today perhaps 


your diamond is in an outmoded and unsafe setting. At 
the Wiss Store we can restyle your diamond at surpris 
ingly little cost and an 89-year reputation is your safe- 
guard. In addition to our extensive stock of solitaire 
mountings at special low prices, we offer the service of 
special designs and estimates without charge or obliga- 
tion.” Pictured and priced were four mountings at #10 
to $100. 


MODERNIZING—BEFORE AND AFTER 
(From page 54) 


Cost of fixtures and woodwork, including modernizing 
the old equipment, was $1,800. 

Replacing the old metal ceiling, Celotex tiles were in- 
stalled, with curtain walls in a sheet form of the same 
material. The old drop lights were ripped out and sue- 
ceeded by 12 concealed Holophane units, which produce 
a minimum illumination intensity of 42 foot-candles, 
compared to only 12 to 20 foot-candle illumination pro- 
vided by the former lighting system. This part of the 
job cost $300 for the new ceiling and $270 for the new 
lighting system, exclusive of wiring. 

Unattractive brown and tan linoleum blocks gave way 
to a modern Congoleum Nairn flooring, custom-designed 
with the Savitt name, and color panels leading to the 
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center ‘of the store, the cashier’s office, and the optical 
and repair departments. Cost of the flooring was $300. 
A problem in the front part of the store was a nar- 


row entrance, occasioned by a public stairway to the left 


of the doorway of the Savitt store, leading to the second, 


third and fourth floors of the building. Stairway and 
partition were 1 ft. wide, reducing the width of this part 
of the store to only 11 ft. 6 in., although the rear part 


is 14 ft. 8 in. wide. 
A mirror, measuring 5 by 10 ft., installed along the 


pé 


illusion of doubling the apparent width of Savitt’s en- 


trance. 


irtition beside the public stairway, now produces the | 


P 
The rear of the store was enlarged to include an ex- | 


panded opti ‘al department, a repair room with facilities 
for two workmen and wrapping, a credit room, a vault 
room and a vault. 

Carrier air-conditioning was installed in both the main 
floor and the second-story offices, at a cost of $1,600. 
This system uses a six-ton unit in the basement, with cir- 
culatory ducts built into the curtain wall. 

The present Savitt store was designed and supervised 
by Murray M. Pearlstein. who serves THE JEWELERS 
Circutar-KeysTone as store design editor and moderni- 


zation consultant. 


SELLING POSSIBILITIES IN CULTURED PEARLS 


An ingenious solution of the problem of a woman who | 


wanted to complete for immediate use a strand of nat- 
ural pearls which she started, but who at the moment 
was not in a financial position to do so, was told to us 
a few days ago by the dealer who made the sale. 


Since the customer, who was a pearl enthusiast, had | 


already collected a number of natural pearls which she 
wanted to use in the necklace, but was not able to buy 
enough more to complete the strand, the jeweler sug- 


gested that she could fill out the string with cultured | 


pearls carefully selected to match the natural ones in 
color and size. She agreed, and at a cost of a few hun- 
dred dollars acquired a beautiful necklace which ap 
peared uniform throughout. She was delighted with the 
result and the jeweler made a sale which would have 
been impossible otherwise. 

Another woman had a single-strand necklace of nat- 


ural pearls but wanted a double-strand, which she could 


not afford to purchase. Her jeweler recommended that 
she have a cultured pearl strand made to match the 


original. She, too, was highly pleased, and another extra 


sale and another satisfied customer was the outcome. 


ATLANTA REPEATS JEWELERS’ WEEK SUCCESS 

Atlanta, Ga.’s, second “Jewelers’ Week,’ conducted 
from May 4 to 12, under the auspices of the Atlanta 
Jewelers’ Guild, was a success both in immediate sales 
and as a means of selling the retail jewelry stores back 
to the people of Atlanta and as a prelude to June bride 
and graduation business. 

As before, the Atlanta Journal was official medium for 
the week, and 1500 inches of advertising were used by 
jewelers exclusive of some 400 inches donated by the 
newspaper. This was an increase of about 50 per cent 
over advertising used during Atlanta Jewelers’ Week 
last year. 
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"FORWARD" TRADE PROGRAM IS ASKED 


(From page 67) 


possibilities is the competition of other kinds of retail 
stores. As you are well aware, other retail outlets, 
chiefly the department store, the specialty store, and the 
5 and 10 cent store, during the past decade have become 
major outlets for many items in your field. Most of the 
expansion in these outlets, it appears, has occurred in 
costume jewelry, watches, and silverware and plated 
ware. As you will recall several of these are among the 
items that have made the most rapid progress in volume 
of production since the trough of the depression. The 
increasing competition of these outlets furnishes a mer- 
chandising challenge which vou, and you alone, can solve, 

“Possibly vou have considered the addition of less ex- 
pensive items to your stock of merchandise—such items 
as plated ware and costume and other less costly jewelry. 
Likely you have tried to get greater customer traffic, and 
have tried to get more young people to become acquainted 
with your store and your merchandise. Maybe you have 
exchanged experiences in such ventures. But if not, per- 
haps now is the time for you to take inventory of your 
merchandising practices as compared with those of com- 
peting kinds of stores, and make whatever adjustments 
as May appear necessary. 

“The third factor which tends to limit your sales pos- 
sibilities, and one deserving major consideration, is the 
competition of other products. There are indications 
that to the buying public, diamonds and other precious 
stones and fine silver have lost some of their symbolism, 
their sentiment, their glamor, or to state it in a more 
prosaic manner, they have lost some of their relative 
sales appeal. That, to you, is of profound importance. 
Your field of competition has increased. Many of the 
dollars which during previous decades would have passed 
through your cash register are now being successfully 
diverted into other fields. The automobile, the appliance 
and the radio dealers (and television, apparently, is 
just around the corner), have made successful inroads 
into the consumer’s dollar. 

“What, then, are the answers to the questions pro- 
pounded earlier? Are jewelry store sales in a state of 
permanent depression? Is it possible for you again to 
sell the volume of diamonds and other precious stones, 
fine silver, glass, and china which you once sold? I be- 
lieve the answers are evident—that jewelry store sales 
are not necessarily in a state of permanent depression, 
and that it is possible for you at some time again to sell 
in large volume the fine jewels and merchandise which 
you so treasure. But in the attainment of these results 
you will be faced with many problems, most of which can 
be solved by you; a few are largely beyond your control. 
These problems, therefore, constitute challenges to the 
merchandising ingenuity of the entire jewelry trade. And 
by that I mean that more than just thinking is required. 
These problems require action—action both by you as 
individuals, and action by the jewelry trade as a whole— 
concerted, carefully planned action of an institutional 
character.” 


Cut emeralds exhibited by Colombia at the 1939 
Golden Gate Exposition, have been purchased by I. 
Widess & Sons, Los Angeles. 
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New Silver Standards Law Is Urged 


HE United States Tariff Commission, in a compre- 

hensive study of the silverware industry, declared 
last month that the industry has no well-recognized 
standards of quality to protect both producers and con- 
sumers. 

The Commission recommended statutory standards 
for the industry, to strengthen, supplement or replace 
the silverware provisions of the National Stamping Act 
of 1906. 

“Even the word ‘sterling’ is no guarantee of the gage 
or thickness of the silver used in the manufacture of the 
article on which it is stamped; it merely asserts that the 
silver itself is 0.925 fine,’ the Tariff Commission said. 
“Candlesticks, for example, may be made of very thin 
sheets of sterling silver, and then weighted with cement 
and reinforced with brass rods. None of this internal 
construction is visible to the purchaser and unless the 
article is stamped ‘Sterling, weighted and reinforced,’ he 
cannot know the composition of the article reeommended 
to him, and, therefore, must rely on the reputation of the 
manufacturer and retailer.” 

The Commission declared that standards of quality in 
the silver-plating branch of the industry are even more 
chaotic. “In the purchase of this type of ware the con- 
sumer must rely entirely on the reputation of the manu- 
facturer and the integrity of the retailer. The quality of 
the metal blank and the quantity of silver deposited 
thereon are matters which he cannot determine. If the 
article has decorated mounts, he cannot know, unless it 
is marked, whether the mount is constructed of sterling 
silver, nickel silver, or white metal. And even if the ar- 
ticle is marked E.P.N.S.-W.M.M. (electroplated on 
nickel silver—white metal mounts), the consumer cannot 
know the composition of these two alloys. 

“The inability of the public to determine the composi- 
tion and quality of silverware makes it possible for un- 
scrupulous manufacturers to deceive both uninformed re- 
tailers and consumers, and to obtain, at least tempo- 
rarily, a competitive advantage over reputable producers. 
The establishment of statutory standards for the indus- 
try, with adequate markings to indicate the quality and 
weight of composition of each article would protect both 
producers and consumers.” 

The report discussed the materials used in the produc- 
tion of sterling silver and silver-plated ware, the pro- 
cesses by which these wares are made, the methods used 
in their distribution, tariff problems affecting this trade 
and the production and trade in the United Kingdom. 
Denmark, Germany and France. Illustrations show 
methods and tools used in the manufacture of flatware 
and hollow-ware. 

A limited number of copies are available for distribu- 
tion by the Tariff Commission, and the report may also 
be obtained from the Superintendent of Decuments, 
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Government Printing Office, Washington, D. C., at 25 
cents a copy. 

Rich with important data on silver production and dis- 
tribution, the report contains these statements of special 
interest to manufacturers, wholesalers and retailers: 

4 In 1937, about 31 per cent of the value of products 
made by the industry consisted of sterling silverware, 61 
per cent of silver-plated ware, and 8 per cent of base 
metal ware. In the sterling branch, flatware made up 55 
per cent of the output in value, hollow-ware 35 per cent, 
and toiletware, novelties and ecclesiastical ware about 10 
per cent. In the silver-plated branch, flatware accounted 
for 70 per cent, hollow-ware for 25 per cent, and other 
products for 5 per cent. 

4The practice followed by many companies of manu- 
facturing a large number of patterns and designs in- 
creases costs of production. Investments in dies and in- 
ventory, as well as advertising expense, necessarily be- 
come larger. Costs are increased for the retailer who 
must carry a larger inventory, decreasing their turnover 
and necessitating a larger mark-up. This increase in 
cost is passed on in large part to the consumer who must 
either restrict his purchases of silverware or of other 
desired commodities. 

4 The investment in dies is an important consideration 
because of the initial cost and the frequency with which 
new patterns, and hence new dies, are produced by 
American manufacturers. The cost of dies for, flatware 
in a given pattern ranges from $5,000 to $25,000. The 
number of dies required to produce a single pattern 
ranges from 16 to 25 pairs. 

4 In 1937 there were 1300 sterling-silver flatware pat- 
terns of domestic manufacture, including obsolete and in- 
active patterns. Of that total, only 346 patterns were 
active and of these 35 or 40 were considered successful 
from the standpoint of sales volume. The number of ac- 
tive sterling patterns produced by a given manufacturer 
ranges from 10 to 30. 

4 The number of active patterns produced by a given 
manufacturer of silver-plated ware is customarily less 
than the number produced by a manufacturer of sterling 
ware, and ranges from 8 to 30. 

4 Declining prices of silver may enable the silverware 
industry to reduce costs and stimulate sales. With de- 
clining price, however, the industry incurs a loss in its 
inventories of finished goods and raw materials. Be- 
cause the solid silver branch of the industry utilizes a 
very much larger proportion of silver in the production 
of its wares than does the silver-plated branch, low 
prices for silver operate to reduce the price differential 
between solid silver and silver-plated articles. 

4 Silver accounts for a substantial but varying per- 
centage (averaging approximately one-third) of the cost 
of production of sterling silverware. 

(Please turn to page 82) 
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PIPE 
Here are the high-lights of this intensive cam- 
paign — the biggest spring campaign ever 


launched on any pipe—to help you sell more 


KIRSTEN PIPES and KIRSTEN CIGARETTE HOLDERS 


during the best mid-year selling season for 
men’s purchases and gifts for men. 
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LOCAL NEWSPAPER 
ADVERTISING IN 30 
KEY CITIES 
13. Million Local Mes- 


sages—Middle of May and 
just before Father’s Day. 


them make more 
sales in their own 
markets. 











LOCAL RADIO 

ADVERTISING 

FOR DEALERS 
Dramatic recordings keyed 
into emotional June themes 
—weddings, graduations— 
Father’s Day. 








SPECIAL DISPLAY 


MATERIAL 
Three beautiful, seasonal 
counter cards — special 


folders imprinted with 
dealer’s name. 








“4% 4%", 
Bae 
POO 





CUSTOMERS 























/ CAN: 
a 


“™TN * if you want more sales from new 


customers and old customers, nothing beats a modern, 
appealing ZOURI Store Front. There is an investment in 
sales-building that works for you night and day, for years 
and years. Find out more about advanced ZOURI features 
— such as Rustless Metal Entrance Doors — that assure 
strong attention-value and upkeep economy. Write 
ZOURI today for colorful store front booklet! 


—“~ in ie 28 












































GET YOUR SHARE OF THIS BIG MEN'S BUSI- 
NESS — SELL THE GENUINE KIRSTEN PIPE 
AND KIRSTEN CIGARETTE HOLDER — THAT 
MEN ARE PROUD TO OWN AND FRIENDS ARE 
PROUD TO GIVE! 


*Air mail or wire for “Kirsten Kit” explaining details of 
this campaign and how you can tie into it for more 
business and better profits. 


KIRSTEN PIPE CO., Desk EF, Seattle. Wash. 









Zouri Store Fronts, Niles, Mich. 5-640 


Rush my copy of your new illustrated booklet on 
ZOURI Store Fronts. 
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The ALTON watch has fulfilled its promise. It has 
demonstrated to thousands of users that the ALTON 
represents better value and higher quality in each 
price range. 


Every watch is cased, timed and rigidly inspected in 
our own shops. Each watch comes to you in a spe- 
cially designed beautiful gift box. 


You can offer these dependable new ALTON watches 
to your customers with every assurance that you are 
giving the best possible value at the price. Every 
watch is guaranteed to give long years of satisfaction 
to users. 
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The above watches are three of nearly 50 new models 
added to the ALTON line and illustrated in our new 
1940 catalog. Hundreds of other profit making values 
are shown. This catalog also illustrates our complete 
line of diamond rings, wedding rings and combination 
wedding ring sets. If you have not received your 
copy ask for it on your letterhead. 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star, Belove, and 


I.D. Watch Cases 


5 South 


Wabash Ave. 


Chicago 


J 
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JOHN Q. PUBLIC BUYS A WATCH 
(From page 46) 


Eight per cent were attracted to the store where the pur- 
chase was made by a scattering of other reasons. 

Incidentally, the recommendation of a friend was a 
considerably more important element in the store selec- 
tion in the low income group than in the others, account- 
ing for almost exactly one-third—while ‘reputation of 
store’ was given as the reason in fewer instances than 
in the high and middle income groups. However, 
“‘friend’s recommendation” is perhaps just another way 
of saying the same thing, only a little more personalized. 
In any event, it’s evident that the borax artist who thinks 
the working man is just a dumb cluck on whom he can 
pull a fast one is fooling himself most of all. 

Joe Pappadoupolos talks it over with his friends when 
he wants to buy a watch and goes where they tell him 
he'll get a square deal, regardless of how loudly the 
Borax Store’s ads may scream about the miraculous 
values they’re offering. 

Perhaps the reader may feel that the emphasis placed 
upon quality and reputation by the people interviewed 
should be somewhat discounted and that actually price 
and terms were a more important factor in their pur- 
chases than they cared to admit. 

True, it is a very common trait, especially among 
Americans to wish to impress people and not to want to 
confess that they are influenced by cheapness of price. 
However, in this case the truthfulness of their statements 
as to motives for buying is confirmed by an analysis of 
the watches themselves. ne 

Over 71 per cent of all the timepieces bought for the 
purchasers’ own use were makes and models costing from 
$25 upward, with nearly 25 per cent in the $50 and up 
class. The frankly utilitarian one and two dollar Ameri- 
can non-jeweled watches account for 7.7 per cent of the 
total, and only 11.7 per cent are in the group of cheap 
jeweled movements selling at under $25. 

The proportions identical the 
watches received by the owners as gifts. They are also 
almost uniform throughout all income groups and for 
both men and women. 

Rich or poor, man or woman, when Mr. or Mrs. or 
Miss America buys a watch he or she wants a time keeper 
that can be depended upon, and is willing to pay for it. 
“Nationally advertised” watches with the brand names 
removed and offered for “$9.95 for this week only” are 
much less effective in attracting buyers than well known 
trade marked brands honestly and fairly priced. 

Further facts revealed by this survey will be set forth 
in the second installment of this article which will be 
published next month. 


are almost among 


NEW SILVER STANDARD LAW URGED 
(From page 76) 

About 85 per cent of sterling silverware is sold by 
jewelers and 15 per cent by department stores. Silver- 
plated ware sales are divided: Retail jewelers 40 per 
cent; department stores, 15 per cent; hotel suppliers, 10 
per cent; chain stores and premium trade, 20 per cent; 
catalog houses, hardware and furniture stores, and china 
and glassware houses, 15 per cent. 

4 Department stores as a rule specialize in silver- 
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plated ware. Price is an important consideration in de- 
partment store sales. Progressive purchasing and mer- 
chandising policies, and a rapid turnover of inventories 
permit department stores to offer many types of silver- 
ware at attractive prices. Moreover, department stores 
frequently reduce costs by taking advantage of cash dis- 
counts which are customarily a part of the terms of sale. 

4 Jewelry stores’ inventory turnover is slow, averaging 
about twice annually for flatware and once annually for 
hollow-ware. Approximately two-thirds of the jewelers’ 
total sales of silverware is flatware, their stock of which 
includes a large number of patterns. 

4 Credit terms generally extended by manufacturers of 
silverware provide for payment in full within 90 days; 
a cash discount of 2 per cent is made if payment 
is within 30 days. 

4 Price differences in sterling silver products reflect, in 
large part, variations in the weight of the article and 
in the quality of workmanship. Price differentials in sil- 
ver-plated articles, however, are due mainly to the type 
of base metal used, the quality of silver deposited on the 
blank, the quality of workmanship employed, and the 
discounts at which the articles are sold to the trade. 

4The United States is the world’s largest producer 
and consumer of both sterling silver and silver-plated 
ware. 

@The industry has been faced with a shortage of 
skilled labor and apprentice material in recent years, 
particularly in the designing, pattern-making and _ fin- 
ishing departments. The average age of skilled silver- 
smiths, spinners and die sinkers is high, a large percent- 
age of them being over 50. 

Many of the silverware workers remain with one firm 
over a long period of years, because of their specialized 
training, pensions and pride in craftsmanship. At least 
60 per cent of the skilled employees of one plant have 
had service records of more than 25 years. Often, in the 
manner of the old guilds, sons follow in the footsteps of 
their fathers and are employed in the same plants. 

4 After producing designs reproducing motifs previ- 
ously employed here and abroad, domestic designers of 
silverware have developed typically American styles. 


REMEMBER WHO BUYS FATHER'S DAY GIFTS 
(From page 43) 

nique are devoted to it,” commented an executive of the 
Robbins Jewelry Co. “Primarily, it is a traffic promo- 
tion, since very few persons indeed can afford a watch, 
or a gift similarly expensive, for Father's Day. How- 
ever, the occasion has achieved a sound public. ac- 
ceptance, and there’s no question but that a hoard of 
neckties, shirts and socks are purchased for it each year. 

“The jeweler’s job is to convince wives, daughters 
and sons that items of jewelry are the most appropriate 


gift for the day, and to be prepared to meet their de- 


mands for moderately priced gifts; we might as well, 
since obviously the majority of purchases will be in the 
$2 to $3 range. By doing this, we can do two things: 
we can actually sell a worth-while volume of gift jewelry 
in small items for gifts, part of which may be a cleaning 
up of some sluggish stock, and we can capitalize on the 
occasion as a traffic stimulant just as well as any other 
popular gift buying occasion.” 
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SMART JEWELERS ARE 
TAKING ADVANTAGE OF 


GRartana Rastes 


| win = Finger Visi | 














The perfect solution for solving your 
problem of attracting women cus- | 


tomers and increasing your sales! 














+ jewelers are finding this combination profitable 
bv oneal because chic women find Twin F ot 
Jewels irresistible. Each exquisite adjustable we om 
silver ring shares a lovely satin-lined gift box “ . 
harmonizing iridescent Jewel-Appeal Polish. Avail- 
able in four fashionable shades. 


Angel Pink Hing 
Angel Pink Polish 
Mecnlins King 
Evening Star Polish 
= vosted Klue 
Ring 


Frosted Red Polish 





C feape = Arappi 
King 


Grape Frappé 
Polish 


Retail 
Price $3.00 
















BARBARA BATES 
C. J. BATES & SON—366 Fifth Avenue, New York 
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OLD GOLD 


is equivalent to cash and is 
handled with the same degree 
of care and caution. 


EVERY SHIPMENT RECEIVED 
is carefully rechecked as to con- 
tent and value—for our protection 
as well as that of our many 
customers. 


EXPERIENCED HANDS—MEN 
who know their business ap- 
praise your shipments. Every lot 
is held intact subject to your 
approval. That is for your further 
protection and indicates why 


DEE CHECKS SATISFY 


/Jzecious 
CHICAGO 


M 60. 








6 COLLECTION IDEAS THAT PRODUCE 
(From page 56) 

is in the customer’s first name or initials and reads as 

follows: 

“Dear John: I’m suffering a slight tinge of dis- 
appointment, because you have not kept your promise 
to me. Your account here is eight months past due and 
you have been unfaithful to yourself and your promise 
regarding the payments. Won't you kindly restore my 
faith in your credit, by remitting $14.65 by return 
mail—or coming in and talking the whole matter over 
with me?” 

This jeweler uses the note only in extreme cases; 
and he finds it effective, largely because it usually pulls 
the delinquent’s wife into the picture in a somewhat 
belligerent mood—until she learns the truth. Then she 
prods him to pay the bill. 


This Halts Check-Cashing Requests 


Do you have trouble with bouncing checks? One 
jeweler operating in a town where there were a lot of 
transients has overcome the check-cashing problem to 
a large extent by posting a ‘rogues’ gallery” of bad 
checks he has accepted, right out near the cashier's 
window, where all may see. 

The checks which he has accumulated over a period 
of two or three years are posted on a small bulletin 
board. Across the top of the board is this line of ex- 
planation: “Many reasons why we are cranky about 
cashing checks.” 

He declares that the display has bead requests 
for check-cashing from strangers by more than 50 per 
cent, and his losses have been reduced more than 70 
per cent from bad checks. 


RONSONS ADD NEW NOTE TO TABLE SETTINGS 


An idea that will undoubtedly prove of interest to 
jewelers because it adds another item of sale to table 
setting displays has been included in a series of bridal 
tables recently featured by B. Altman & Co., leading 
New York department store. 

Because smoking during and after dinner has become 
an accepted custom, B. Altman & Co., in arranging the 
settings, included in each Ronson table model lighters in 
white enamel, gold or ribbed glass, each being selected 
to harmonize with the particular setting with which it 
was shown. 

Unique features of the display were “Bachelor Boy” 
and “Bachelor Girl” tables each of which included a 
small pocket lighter placed at each place setting as sug- 
gested gifts for the bride’s and groom’s attendants. 

The store reports that the novelty and practicality of 
including appropriately designed lighters as an integral 
part of the table settings created much favorable interest 
and comment and that a considerable number of directly 
traceable sales resulted from the power of this simple 
yet effective silent suggestion. 

Mary Boyd Wagner, wife of William Wagner, secre- 
tary of the Associated Credit Jewelers of New York and 
New Jersey, is author of “Clocks and Watches,” a retail 
selling manual recently published by the National Retail 
Dry Goods Association, New York. 
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See the 
CHAMPIONS 


OF THE GIFT WORLD 


It's always a safe bet that you'll find the 
most popular champions competing at 


the biggest meets. 


And that’s exactly why we say that 
you'll see the champions of the gift world 
at the 32nd Consecutive Chicago Gift 
Show to be held July 29th to August 9th 
at the Palmer House. For the exhibits of 
gifts, art wares and decorative home 
furnishings there—more than 250 of 


them—will be carefully selected to win 





a place in any competition. 


The best way to make next season’s 
profits “break the tape” is to attend the 
Chicago Gift Show and select your stock 


from the champions of the industry. 


CHICAGO GIFT SHOW 


Palmer House—July 29 to Aug. 9 


ee ee ee Oe ee On On ee ee > INC 


A. STANLEY BRUSSEL, President - S.CRAIG PRESTON, Vice-President - GEORGE F. LITTLE, Managing Director - 220 Fifth Avenue, New York 
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Hand-cut Belgian crystal. Cigarette box, 
$3.50; ash tray, 454" sq., $2; set, match- 
box holder and cigarette tray, $2.50. 
Weil-Freeman, Inc., 225 Fifth Ave., N. Y. 









Sugar and creamer from a group of hand- 
blown crystal forms, designed by Robert 
Gruen and manufactured in the United 


States for Sweden House, 6 W. 5ist St., “2 A 4 ~ 
New York. $6 buys the entire set, retail. Gi i in a8 Be. 


























ERE is cool crystal—as revivifying to sluggish 
summer sales as a bubbling brook beneath a 
sycamore on a hot August day. 

“Every day is a sales day now,” says the alert retail 
jeweler proudly surveying his booming gift and art 
department, but he sagely reminds you that art glass 
goes in for a sales spurt all its own during the hot 





months ahead. 

Something of what this merchant will show is 
glimpsed in preview here—pitchers and bowls, smokers’ 
accessories, decorative scales, trays, and a host of other 
utilitarian art pieces from home and abroad, gems in 
crystal, all. 
Decorative table piece. Scale in hand-cut : 


American crystal, trim in chromium. $16, : ; 
retail. Made and sold by the American flowing curves, the rugged beauty of massed crystal 


Cut Crystal Corp.,42 E.23rd St., New York. shot through with light. 
Summer sales helps in glass, they are but a few of the 


Note the hand cut sheerness of lines, the liquid, soft- 


opportunities in cool crystal about to sparkle and make 
oases of the summer windows of alert, gift- and art- 
minded jewelers. 














Hand decorated glass trays with designs 
in silver leaf, color or original old English 
prints applied directly to the glass sur- 
face. Rimmed attractively with nickel-sil- 
ver or brass. $2.50 to $16.50 retail. Eliza- 
beth Chellson, 225 Fifth Ave., New York. 













Bowls by Karhula o. y. Finland. Hand-cut 
crystal for summer flowers, diameters 6" 
to 8": heights, 4" to 5"; $10 to $15, retail. 
Markt & Hammacher Co.,225 5th Ave.,N.Y. 
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Art in Metal 


by J. RICHARD IANDER 


ee UTSTANDING activity in metalware.” That is 
the report from the gift and art departments of 
enterprising jewelers on every hand. 

Small wonder, for perhaps no branch of the lucrative 
tree of gift and artware shows more creative ability of 
designer, higher craftsmanship of manufacture, or con 
suner appeal than high grade metalware. 

Farther, classicism of design and master technique of 
manufacture have been overlaid with seemingly inex- 
haustible versatility — aluminum, brass, copper, com- 
bined with glass, porcelains, other metals themselves 
with breath-taking finishes—another telling factor that 
makes art metal a jeweler’s day-in-day-out sales cham- 
pion. 

Added together in happy combination, these factors 
are bound up with a price range sensibly and sensitively 
geared to the purchasing power of the jeweler’s aver 


age clientele. 
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"Buenilum" hand-hammered aluminum 
candlesticks. Available in two finishes, 
height overall, 10", base diameter 6/2", 
$6 per pair, retail. Newly offered by Bres- 
lauer-Underberg, 225 Fifth Ave., N. Y. 


"Grammes colorplate etchware." Etched 
and colored by patented process. Se- 
lected from metals designed and edited 
by George Sakier. $2.95 to $7 retail. 
Alexander Aderer, 225 Fifth Ave., N. Y. 





“Arthur Armour" aluminum. Aristocratic 
treatment of cigaret boxes, coasters, ash- 
trays and matchbox covers in a retail price 
range of 50 cents to $3.75. From A. Stan- 
ley Brussel, 225 Fifth Ave., New York. 





Sophisticated table decoration. Hand- 
forged, hand-hammered aluminum scale 
that swings around as well as up and 
down. $5.50 retail, Everlast Metal Prod- 
ucts Corp., 225 Fifth Avenue, New York. 


"Valleau" ware. Porcelains on copper 
base. Zodiac serving tray, $20 retail; 
hors-d'oeuvre or sandwich plate, $2.25 re- 
tail, in variety of color contrasts. Offered 


by S. White & Co., 3 E. 44th St, N. Y. 
87 











Spode siunestey rose 


The fine quality of Spode dinnerware 


is always in demand. 


Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC., 206 Fifth Ave., New York 





AOSTA 


Sweden's 
Finest Crystal 
* 


A flower vase of 
pure lead crystal 
distinguished by 
the quality of its 
superb craftsman- 
ship and impecca- 
ble good taste. 
* 
KOSTA CRYSTAL 


is on display at 
THE WORLD’S FAIR 





J. H. VENON, INC. 


D. Stanley Corcoran, President 


212 Fifth Avenue 712 So. Olive St. 
New York Los Angeles 











— 
DICTIONARY OF GEMS 


Precious and Semi-Precious Stones 
by R. J. Rocers, F.G.A. 
Price $1.50 Postage Paid 


This book of all gems gives complete defini- 
tions of every stone used by jewelers from Achates 
(ancient name and origin of Agate) to Zircon and 
Zonochlorite with their specific gravity, chemical 
composition, crystallographic origin, hardness, re- 
fractive index, etc. 


The work is written for the jeweler with tables 
and notes in a form convenient for quick use that 
will give a brief explanation of crystallographic 
origins, some details as to cutting of gems, an ex- 
planation of refractive index, dichroism with 
tables, hardness with tables, specific gravity with 
tables, notes on manufactured gems and birth- 
stones. 


It is a valuable ready reference list for the retail 
jeweler, manufacturer, importer and lapidary. 


Cloth bound, 58 pages, 7x5% inches. 


The Jewelers’ Circular-Keystone 


239 West 39th Street 


Chestnut & 56th Sts. 
New York City 


Philadelphia, Pa. 




















DO YOU NEED 
A HIGH GRADE 


PORTER or MESSENGER 


Owing to circumstances, through no fault of 
his own, a man (colored) of good education 
and thoroughly reliable in every respect is 
open for a position. Any concern in New 
York or vicinity, desiring a highly honest 
person, who has served 12 years in his present 
position and will be well recommended, 
please communicate with 


Box “A., 2810” 
Care JEWELERS’ CIRCULAR-KEYSTONE 














DIAMOND WEDDING RINGS 


CHANNEL e FISHTAIL bd MARQUISE bd BAGUETTE 
bd BAGUETTE AND ROUND bd LOVE RINGS ° 
SYNTHETIC COLORED STONE RINGS 


GENUINE AND 


SUPERIOR WEDDING BAND Co., INC. 


71 ‘NASSAU ST. COrt. 7-9263 NEW YORK 
MEMORANDUM CALLS GLADLY FILLED 
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FINE LUGGAGE IS A "NATURAL" 


(From page 45) 


of buying one fine piece and adding to it from time to 


time.” 


Jewelry stores may purchase a reasonable stock of | 
excellent luggage, select their own patterns and then | 


specify certain appointments, all of which results in 
an exclusive line for their establishments. 


A couple of | 


hundred dollars’ investment will give a jeweler a good | 


assortment of well-fitted cases for which there is a 
ready sale all through the year. 

The public is not so much interested in tricky items 
as they are in well made, fine quality goods, having the 
newest appointments. The new suntan leathers in top- 
grain cowhide are having a big vogue, especially for 
airplane and streamline travel. So many smart bags 
are being made of rawhide that a jeweler should carry 
a representative line of this desirable merchandise, too. 

Several jewelers believe the time is ripe for jewelers 
everywhere to seriously consider the adding of good 
fitted cases, and leather luggage up to the “fortnighter” 
The public has been fooled so 
often in buying luggage that they are in a mood to buy 
it in a place that they consider trustworthy. 
have established themselves as reliable merchants in 
their communities, so their patrons believe what they 
may say in their sales presentations. Therefore, at the 
present time, jewelers can cash in on this condition to 
their continuous advantage. 


size for this reason: 


Jewelers 


KNOWING YESTERDAY'S DESIGNS 
(From page 49) 
that there would be a reaction away from all of this 


over-ornamentation. The excavations at Herculaneum 
and Pompeii, before Louis XVI and Marie Antoinette 


came to the throne, supplied classic forms, simple and | 


restrained, as a logical decorative inspiration. Straight 
lines returned, as did geometric figures—ovals, rounds 
and bisymmetric balance. Popular motifs were the rose 
(Marie Antoinette’s favorite flower), and such typically 
classical motifs as columns, Roman eagles, dolphins, 
acanthus leaf, pearl and bead, myrtle, lyres, round 
medallions, sheaves of wheat, laurel, oak leaves, rosettes 


—all symmetrically placed. The general effect was | 


simple, dignified and graceful, with furniture reasonable 
in scale and well-proportioned. 

It is from this Louis XVI period that we draw the 
major part of what is known today as French 18th 
Century decoration. 





This is the second in a series of articles on 
the identifying characteristics of famous periods 
in design and the correct relating of silver to 
its surrounding household furnishings and deco- 
ration. The third installment, which deals with 
the William and Mary and Queen Anne periods 
of England, will appear next month. Future 
chapters will discuss the Georgian periods, the 
Early 19th Century, Victorian, Early Ameri- 
can, Federal, and Modern. Watch for them. 
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Get extra summer sales with the 








EXCLUSIVE FEATURES 
For Faster Selling 


1 “Look-in” Lid 


2 Self-Basting Alumi- 
num Lid 


3 Built-in Lid Holders 


4 Long Rubber-Cov- 
ered Cord 


5) Modern Streamlined 
Design 


6 True-Temp Heat 
Control 


7 New Time Temp 
Shelf 


@ Ovenware Dish Set 


@ Polished Steel Dish 
Rack 











Westinghouse 
ROASTER-OVEN 


Alert jewelry stores are using this 
sensational new electrical cooking 
appliance to build extra summer 
sales. It’s the sales leader in the 
electric roaster field . . . it’s na- 
tionally advertised in The Satur- 
day Evening Post. All of which 
means quick consumer acceptance 
and fast turnover. There’s a “‘hot”’ 
special offer for summer—see your 
Westinghouse Distributor. 


NATIONWIDE IRON SPECIAL! 
“$1 For Your Old Iron” trade-in offer 
= the famous Westinghouse Adjust-o- 

tic Streamline Iron. Nationally ad- 
vertised! FREE Counter - Merchandiser 
(see below). Ask your distributor about it. 





Westinghouse 


HOME - PROVED 


APPLIANCES 





stor ta i 


Ce eee 





Tone Le SE a ea an 





Be 
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U.H.A. Backs Policies of Jewelers’ Circular-Keystone 


Convention Adopts Resolution Condemning Acceptance by Some 
Jewelry Papers of Cut Price Watch Repair Ads; Urges Ending De- 


mands Upon Suppliers to Finance Associations; Recommends Edu- 


cational Standards. 


Crievetann, O.—The reputation of the 
United Horological Association of 
America as a_ vigorous, upstanding 
group with the courage to battle for its 
convictions was demonstrated at the 
sixth annual convention of the associa- 
tion held here, May 5 to 7. 

Undeterred by the antagonism and op- 
position that may be expected from 
people with axes to grind, the associa- 
tion by resolution of the entire member- 
ship went on record in unequivocal, 
forthright terms as to its position on 
three important subjects which it was 
felt demanded vigorous action for the 
good of the industry. 

First of these had to do with the 
minimum curriculum considered ade- 
quate for schools to teach watchmaking, 
with only those schools which meet these 
educational requirements to be recog- 
nized and accredited by the U.H.A.A. 

One of the sore spots of the horo- 
logical industry for a long time has 
been the “schools” which purport to 
turn out competent watchmakers after a 
few weeks of instruction with the result 
that ill-trained, incompetent workers 
have entered the craft with a consequent 
lowering of both commercial and tech- 
nical standards in many shops. The 
U.H.A.A., by setting up minimum re- 
quirements for watchmaker education, 
and recognizing and accrediting only 
those schools which conform to them, 
hopes to at least lessen this evil. 

Two other important subjects, both of 
which have long been strongly advocated 
by Jewevers’ Crcutar-Keysrone were 
also covered by resolutions. 

One of these had to do with the ap- 
pearance in certain jewelry trade publi- 
cations of advertising of certain com- 
mercial watch repair organizations 
whose activities are considered detrimen- 
tal to the best interests of proper watch 
repairing. The text of the resolution 
which was submitted by the Missouri 
chapter and adopted by the convention 
as a whole follows: 


“We, the Horological Association 
of Missouri, recommend that the 
National Association and all asso- 
ciations affiliated thereto go on rec- 
ord as condemning misleading, 
detrimental and injurious advertis- 
ing such as appears in certain publi- 
cations purportedly representing the 
jewelry industry, as such adver- 
tising referred thereto is detrimen- 


tal to both the technique and the 
business of proper watch repairing. 

“We also go on record as ap- 
proving the actions of such papers 
as the American Horologist, Hor- 
ology and = Jerwerers’ Crrcurar- 
Keystone, in refusing this type of 
advertising.” 


[Jewerers CrircuLcar- Keysrone,  re- 
gardless of loss of immediate revenue 
to itself has persistently refused to ac- 
cept the advertising of concerns offering 
cut rates on watch repairs and services, 
and in fact all advertising of any type 
which it considers to be against the best 
interests of ethical and_ responsible 
jewelers and watchmakers. The recog- 
nition and approval by the U.H.A.A. 
of this undeviating policy is gratefully 
acknowledged.—Editor’s Note.] 

The resolution was argued against by 
the publisher of a jewelry periodical 
which does carry advertising of the 
nature objected to, but without success. 

A third resolution took the form of 
adopting the report of the convention 
chairman as being in favor of stopping 
the solicitation for exhibit space and 
program advertising from manufactur- 
ers, wholesalers and material dealers in 
order to defray the expense of state 
conventions, which read in part as fol- 
lows: 

“Stop the solicitation of exhibit 
space and program advertising 
from manufacturers, wholesalers 
and material dealers in order to de- 
fray the expense of state conven- 


RETIRING PRESIDENT EXECUTIVE SECRETARY 





B. W. Heald 
90 


e 





Orville R. Hagans 


— —_——<$____ 


tions. All states should be willing 
and able to pay the cost of their 
own annual meeting . .. no state 
should expect a watch manufacturer 
to pay the cost or any part of the 
cost of watchmakers licensing legis- 
lation . . . state requests are too 
many and too often and discourag- 
ing to those continually being asked 
for support . . . we recommend not 
only to our own organizations in 
the horological field, but that retail 
state jewelers’ associations follow 
the same precedent to stop this un- 
necessary and expensive participa- 
tion by national manufacturers and 
jobbers.” 

{The views of this journal on this topic 
have frequently been expressed in our 
editorial columns and are too well known 
to need further comment here.—Editor’s 
Note. ] 

Dealing with the business affairs of 
the association, a resolution submitted 
by the National Board of Trustees was 
adopted reducing the national execu- 
tive board in number from ten to seven, 
consisting of president, vice-president, 
secretary-treasurer, controller and three 
members elected to serve in the same 
order as the present executive board 
members. This is to become effective in 
1941. 

National awards for workmanship 
were granted as follows on the recom- 
mendation of the committee in charge 
of judging, consisting of George T. 
Gruen, Cornell Heidinger, Carl I. Carl- 
son and E. Seibel: adjustable working 
escapement model, first prize, J. I. Han- 
sen, Denver, Colo.; honorable mention, 
V. H. Decker, of Oklahoma; balance 
staff, H. J. Mayer, Detroit, Mich., and 
drawings, Herman Gruninger, East 
Detroit, Mich. 

Officers elected for the coming year 


NEW PRESIDENT 





£&. 
J. P. Sommers 
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Tax Data Show How Jewelry Sales 
in Illinois, Ohio and Colorado 
Have Risen in Last 3 Years 


Sales taxes remitted by jewelers in 
Illinois, Ohio and Colorado indicate that | 
‘ewelry sales in those states were sub- 
stantially greater in 1939 than in 1938, 
and were also greater than in 1937. 

Illinois jewelry sales were 16 per cent 
higher last year than in 1938 and nearly 
6 per cent higher than in 1937. Ohio 
jewelry stores’ tax revenues indicate sales 
jast year were better by 27 per cent 
than in 1938, and almost 5 per cent better 
than 1937 sales. Colorado jewelry sales 
were better than in 1938 by 11.5 per cent 
and better than 1937 sales by 3.6 per 
cent. 

By capitalizing the Ohio tax receipts 
at three per cent it can be estimated that 
the jewelry sales in that state were $20,- 
597,566 in 1939 as compared with $16,- 
231,300 in 1938, and $19,637,753 in 1937. 

The Illinois tax of three per cent on 
gross receipts would show jewelry sales 
in that state to have been approximately 
$17,983,300 in 1939; $15,453,900 in 1938, 
and $16,985,300 in 1937. 

Colorado’s jewelry sales, taxed at two 
er cent, can be computed at $3,126,800 
for 1939; $2,801,850 in 1938 and $3,015,- 
550 for 1937. 

Jewelers in the 23 states which now 
have sales taxes may secure reports on 
collections by writing to their respective 
revenue departments. This publication 
has made a study of all the sales taxes 
but it finds that they are at great vari- 
ance in sO many respects that it is not 
feasible to tabulate the tax returns. 
Hardly any two laws have identical pro- 
visions. 


are as follows: President, J. P. Som- 
mer, Pittsburgh, Pa.; vice-president, 
Col. William H. Bright, Boston, Mass.; 
national executive secretary, Orville R. 
Hagans, Denver, Colo., and treasurer, 
L. W. Heimberger, Columbus, Ohio. 
The National Executive Board consists 
of above mentioned officers and the fol- 
lowing: B. W. Heald, Milwaukee, Wisc., 
for three-year term and chairman of the 
executive board; Joseph E. Obmann, St. 
Louis, Mo., three years; and John De- 
Vogel, Albany, N. Y.; T. F. Barnes, 
Grand Rapids, Mich.; Harold Sabro, 
Portland, Ore., and E. Seibel, Bridge- 
port, Conn. 

In addition to the transaction of busi- 
ness, reports of committees, etc., many 
substantial and informative papers on 
technical aspects of watchmaking were 
presented by President Heald; Frank 
Foegler, chairman of the executive 
board; Walter Kleinlein, Waltham 
Watch Co.; Howard Beehler, Hamilton 
Watch Co.; C. A. Braun, Weiser, Idaho; 
Robert Hoppe, Elgin National Watch 
Co.; Dean George J. Wild, Bradley 
Polytechnic Institute; Syd. Prague, C. 
& E. Marshall Co.; and W. H. Samelius, 
Elgin Watchmaker’s College. 

Executive Secretary Hagans spoke on 
the topic “Your Organization and You,” 
and at the banquet which concluded the 
proceedings on Tuesday evening, George 
T. Gruen, Gruen Watch Co., delivered 
the principal address. 

In the words of Secretary Hagans “the 
United Horological Association of Amer- 
ica enters the coming year with a record 
of achievement behind it and with cour- 
age and vision for the days to come.” 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for June, 1940 


RETAIL JEWELRY SALES MAP FOR MAY |, 1940 
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HE accompanying map shows in per cent how independent jewelry store sales during April, 1940, 


compared with business done in April, 1939. 
the amount of business done in April, 1940, was 10.8 per cent greater than that of April, 1939, an 


On the basis of reports from 829 stores in 34 states, 
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per cent grecter than that of March, 1940. 
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The sales picture during April was especially favorable in widely scattered areas, including a 
others the Pacific Northwest, the Rocky Mountain states, certoin Plains states, the Southeast, and Ill 


Michigan and Pennsylvania. 
Percentage changes during April, compared with the same month of 1939, follow for cities: Chi 
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plus 21.5; Portland, Ore., plus 16.9; St. Louis, plus 5.7; San Francisco, plus 7.8, and Seattle, plus 27.5. 
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WHOLESALE JEWELERS' SALES, INVENTORIES AND CREDITS, APRIL, 1940 


End of Month Inventories 
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Tri-State Jewelers 
Meet in Capitol; 
Visit Mount Vernon 


Wasuinoton, D. C.—“Now is the time 
for you to take inventory of your mer- 
chandising practices as compared with 
those of competing kinds of store, and 
make whatever adjustments as may ap- 
pear necessary,” urged Arnold J. Skin- 
ner, of the Marketing Research Division 
of the Bureau of Foreign and Domestic 
Commerce, addressing the 26th annual 
convention of the Maryland-Delaware- 
District of Columbia Jewelers’ Associ- 
ation, held at the Hotel Mayflower, here, 
Sunday and Monday, May 5 and 6. 

“Today,” said Mr. Skinner, “with so 
many other kinds of merchandise com- 
peting for the consumer’s luxury and 
semi-luxury dollars you cannot expect 
to secure such a large part of the per 
capita income as you did before 1929, 
so, for you to enjoy the same comparable 
sales level as you then did, the per capita 
income must surpass that of the late 
‘twenties.’ ” 

Among the salient facts revealed by 
Mr. Skinner was that there are indica- 
tions that 1919 jewelry sales ranged be- 
tween 590 and 600 million dollars, repre- 
senting the all-time high in jewelry store 
sales, representing $5.50 to $6 sales to 
every man, woman and child, while last 
year jewelry sales amounted to only 
about $2.25 per capita. The per capita 
sales had fallen to $4.40 in 1929 and in 
1933 had gone to a point slightly less 
than $1.40. 

While lost markets are not to be re- 
gained overnight, Mr. Skinner pointed to 
the revival of the markets for phono- 
graph records, pianos and bicycles dur- 
ing the past few years. He recom- 
mended a “concerted, carefully planned 
action of an institutional character.” 

“The struggle for jewelry security is 
not a private fight but one in which 
everyone has got to get into and do 
his share,” said Howard L. Carpenter, of 
the Albert Walker Co., Providence 
wholesalers. 

Mingling serious discussion with apt 
anecdote in his own inimitable way to 
illustrate and clinch his points, Mr. Car- 
penter pointed out that desnite the tra 
ditional “rugged individualism” view- 
point of business men, a certain amount 
of regimentation is necessary if human 
beings are to live and work with one 
another, and that it is far preferable for 
an industry to work out an orderly plan 
of cooperation from within its own ranks 
than to have it imposed from above. He 
urged that the industry provide its own 
collective security by its own program of 
cooperation. fair play, mutual under- 
standing and individual honesty. 

Dr. David R. Craig, president of the 
American Retail Federation, spoke on 
“Federal Regulations of Interest to Re- 
tailers,” Frank J. Wilson, chief of the 
U. S. Secret Service, talked on “Know 
Your Money,” and Dr. Paul Moore. 
Washington, spoke of the activities of 
the Horological Institute of America. 

This association is noted for the fun 
it always provided for those in all 
branches of the trade and A. C. Mayer's 
convention committee didn’t fail. The 
feature was a bus trip, Sunday after- 
noon, to Mount Vernon and other capitol 
points of interest. The banquet, Monday 
evening, wag attended by 440. 

Sidney M. Selinger, Washington retail- 








ALL BRANCHES OF TRADE REPRESENTED AT TRI-STATE CONCLAVE 
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2—Harry DeHaven, 

Retailing Co., Lancaster, Pa.; E. B. Sweet, Sweet & Deger, Chester, Pa.; Calvin Lomax, Easton, Md.; 

Preston Burbage, Salisbury, Md.; 3—Mr. & Mrs. Dayid S. Thomas, David Mayer & Bros., New York: 

Mr. & Mrs. J. J. Abelson, Jabel Ring Mfg. Co., Newark, N. J.; 4—-A. C. Mayer, Washington; S. Mv. 

Selinger, president, Md.-Del.-D. of C. Jewelers’ Asso.; 5—Ben Staufenberger, Marathon Co., Attleboro, 
L 


WHAT THE "BIRDIE" SAW—i—Bob Culver, Elgin Notional Watch Co.; 


Mass.; Mrs. Cook; 6—J. D. Farr, A. Kahn, Inc., Washington, D. C.; Paul Seibel, Rudy Kani, 
Hamilton Watch Co.; 7—Irving Rosenblum, Aisenstein-Woronock & Sons New York: 8—Alexander H. 
Arnstein, Arnstein Bros. & Co., New York; 9—Marilynn Katz, Mr. & Mrs. Benj. Katz, Gruen Watch Co.; 
10—Max Elkon, M. Elkon Co., New York; !i—Mr. & Mrs. Harry Goldstein and Phil Wengrow, Gruen 
Watch Co.: 12—Leon Engel, J. Engel & Co., Baltimore, Md.; !3—Stuart Berman, Rogers Jewelry Co., 
Wilmington, Del., and Wm. Chopak, J. J. White Mfg. Co., Providence, R. |.; 14—Sam Schwartz, Wash- 
ington, D. C., and Roy C. Linthicum, Buss-Linthicum-Thorson, Inc., New York; I5—Ed W. Bailey, Alpheus 
L. Brown, New York, and Henry Gelula, secretary, New Jersey R.J.A.; 16—Mr. & Mrs. Al Foss, Baden 
& Foss, New York; 17—Jay Engel, J. Engel & Co., Baltimore, Md.; 18—Bill Rivkin, Elgin National Watch 
Co.; 19—G. L. Tubman and Miss R. Tubman, Cambridge, Md.; 20—George Kleitz, Mrs. Howard Kleitz, 
Howard Kleitz, B. Kleitz & Bro. bo. Wilmington, Del., and Elwood A. Davis, Wilmington, Del.; 2/—V. M 
Bailey, Wilmington, Del.; and M. M. Wells, Wilmington, Del.; 22—H. Weinman, Wilmington, Del.; Theo 
Edelstein, Wolfsheim & Sachs, New York; A. T. Cohen, B. Cohen & Sons, Chester, Pa.; 73—Mr. & Mrs. 
Andy May, Bulova Watch Co.; 24—Nat Newman, Silbermann, Kohn & Wallenstein, New York; 25—Bar- 
nett Esh, Kaspor & Esh, New York; 26—A. Carnow and Barney J. Berkes, Bulova Watch Co.; 27—L. M. 
Lynch, Waltham Watch Co.; 28—E. L. Sutcliffe, Samuel Kirk & Son Co., Baltimore, Md.; 29—Howard R. 
Collins, Wilmington, Del.; Ted Franklin, Hamilton Watch Co.; Bernant Burnstine, Washington, D. C.:; 
30—Williant Korn, The Merit Co., Clevelad, O.; 3i—J. E. Lovatt, Schick Dry Shaver; Dave Green, A. 
Cohen & Sons Corp., New York; Sy Moorman, Schick Dry Shaver; 32—H. Russell Williams, Waltham 
Watch Co.; 33—Arthur J. Sundlun, Washington, D. C.; 34—C. Howard Millikin, Baltimore, Md.; 35—Mr. 
& Mrs. Henry H. Harteveldt, Harvel Watch Co., New York; 36—C. M. Rebok, Manchester Silver 
Co.: 37—E. C. Brunst, Gruen Watch Co.; 36—Mr. & Mrs. Fred Vogel, Harvel Watch Co., New York; 
39—Alex Lopatin, Philadelphia, and Harry Groll, Wilmington, Del.; 40—F. C. Dumaine, Waltham Watch 
Co.; 41—Howard L. Carpenter, Albert Walker Co., Providence, R. |.; 42—A. Blustein and L. Goldmeier, 
Blustein Co., Washington, D. C.; 43—Hy Goldberg, Coopers, Inc., Portsmouth, Va., and Wm. Chopak, 
New York; 44—Wm. Oaush, Katz & Ogush, New York; 45—Joseph T. Montgomery, Charles M. Banks 
and Raymond White, all of Wilmington; 446—William Lesse, S. Lesse & Sons, Philadelphia; Charlies H. 
Glueck, T. B. Hagstoz & Son, Philadelphia, and Ralph B. Grammer, Williamsport, Pa.: 47—Mr. and 
Mrs. P. M. Fahrendorf, THE JEWELERS CIRCULAR-KEYSTONE, and 48—Philip, Harry and Albert Borr, 
of Barr Bros., Norfolk, Va. 


3 Sisters Run Store 


Nortn Mancuester, Inv.—Dr. Mae B. 
Rufle and Misses Anna H. and E. Emma 


er, was advanced to the presidency, 
succeeding Arthur J. Sundlum, also of 
Washington. Others elected were: Sidney 
J. Ross, Baltimore, first vice-president: 


John J. Minster, Elkton, Md., second Rufle are continuing the retail jewelry 
vice-president; Elwood A. Davis. Wil- and optical business operated by their 
mington, secretary; Millard S. Braun, father, the late Ademar Rufle, who died 
Baltimore, treasurer. and Mr. Sundlun, Feb. 15, at the age of 80. He had been 
Jay Engle, Baltimore; George Kleitz, in business in America for 60 years and 


previously sold watch materials in Switz- 
erland. Dr. Rufle learned optometry 
and jewelrymaking, and Miss Anna 
Rufle learned watchmaking and engrav- 
ing from their father. Their sister is 
business partner. 


Wilmington, and A. C. Mayer, Washing- 

ton. directors. 
Wilmington 

vear’s conclave. 


was selected for next 


4D. G. Underwood, retiring president 
of the Winston-Salem, N. C., Watch- 
makers Guild was presented with a gold 
lapel button from the members, by the 
new president, Robert H. Day, on 
May 14. 





Burrato—In celebration of his 35th 
anniversary with the company, Joseph 
Schafer, machine shop superintendent of 
the Warner Jewelry Case Co., was hon- 
ored by 75 co-workers at a banquet. 
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H.LA. Launches 
Drive For Funds 


For Education 


Wasuincton—The “go-ahead” signal 
to an educational program introduced 
and passed by the Horological Institute 
of America at its 1938 meeting, but 
held up in the meantime for economic 
reasons, was given at the 1940 conven- 
tion, held here, May 19 and 20. 

The plan, in brief, is to provide educa- 
tional material in printed form and on 
lantern slides, which will be distributed 
freely to H.I.A. members and _horo- 
logical societies, and at cost price to 
non-member watchmakers. 

The finance committee, headed by Fred 
G. Gruen, Cincinnati, reported that the 
time is now ripe to make a successful 
effort to raise the substantial amount 
necessary to put the plan into operation, 
and the educational committee, of which 
John J. Bowman, Lancaster, Pa.. is 
chairman, reported that it is ready to 
go forward with the work as soon as the 
funds are provided. 

The educational plan is based mostly 
on the needs of workmen or apprentices 
who have some, even if not much, skill 
with tools, and some familiarity with 
the timepiece mechanism and how it 
works. The plan was perfected after a 
study of the most noticeable lack of 
knowledge or skill on certain phases of 
watchmaking as revealed by the ex- 
aminations of watchmakers working for 
certification by the Institute. 

Phases of the plan are: To print the 
Institute’s collection of technical 
treatises; to have illustrations both 
printed in the text and made up in 
lantern slides, for use in lectures; to 


have sets of the entire collection as 
printed bound in _ loose-leaf binders 
with blank sheets for the student to 


make his own observations at the bench; 
to give the bound volume free to each 
present member, to new members as 
they join, and to those who pass the 
Junior and Senior Certified Watch- 
maker examinations, with their free 
one-year memberships. 

Howard I. Beehler, of the Hamilton 
Watch Co., was elected to the presi- 





succeeding Harrison F. Bab- 
Frank D. Urie, of the 


dency, 
cock, Cleveland. 


Elgin National Watch Co., was named 
vice-president. John J. Bowman, direc- 
Technical 


tor of the Bowman 


Howard |. Beehler, of 
Hamilton Watch Co., 
new president of Horo- 


logical Institute suc- 
ceedina Harrison F. 
Babcock. 





Lancaster, Pa., was named to the exec- 
utive committee, and Leon Clarke, and 
Walter J. Kleinlein, Waltham, Mass., 
were voted to the advisory council. 

Other officers, all of whom were re- 
elected, are: J. L. Roehrich, New York; 
S. George Cochron, Nashville, Tenn.; 
George J. Wild, Peoria, Ill.; Stanley A. 
Pope, San Francisco, and Roland C. 
Wilson, San Diego, vice-presidents; 
Ralph E. Gould, Washington, secretary ; 
Edward H. Hufnagel, Mt. Vernon, 
N. Y., treasurer, and Messrs. Beehler, 
Bowman, Hufnagel, Pooler, Francis J. 
Bentley, Chicago; Armand Jessop, San 
Diego; Alfred E. Rowe, Indianapolis; 
Frank A. Tinker, Cleveland, and Frank 
D. Urie, Elgin, Ill, advisory council- 
men. 

‘There were addresses by Irving H. 
Fullmer, of the Bureau of Standards, 
on “Precision Mechanical Instruments” 
and by Mr. Franks on “Prehistoric 
Timekeeping in Central America.” 

Honorary membership certificates 
voted last year were presented to John 
J. Bowman, director of the Bowman 
TYechnical School and technical editor of 
Jeweters’ Circurar-Keystone; Charles 
E. DeLong. Los Angeles. former chief 
technician of the Illinois Watch Co., and 
Jacques LeRoy, former officer and 
chairman of the Examining Board. 


Treasurer Hufnagel reported a sub- | 
Benjamin | 
Mellenhoff, New York, reported an in- | 


stantial increase in revenue. 


crease in certifications. 





Maine R.J.A. convention 
11 Joint outing of Cincinnati Wholesale 
Mfrs. Asso. and Town Criers 
13-15 National Wholesale Jewelers’ Asso- 
ciation 
15 Maiden Lane Outing Club outing 


16-17 Missouri R.J.A. convention 

19 Boston Jewelers Club Frolic 
Indiana R.J.A. convention 
25 24-Karat Club outing 
New Hampshire R.J.A. convention 
27 Golden Roosters’ outing 


CALENDAR OF COMING EVENTS 
JUNE 


Lakewood 


Ryland Country Club 


Edgewater Beach Hotel 


Elks Club Oakwood Hats., 
i oe A 
Columbia, Mo. 
Bon Air Country Club Chicago 


New Ocean House 

South Shore Inn 

Quaker Ridge Country Club 
Wentworth-by-the-Sea 


JULY 


Skowhegan, Me. 
Ryland, Ky. 


Chicago, Ill. 


Swampscott, Mass. 
Lake Wawosee 
Mamaroneck 


School, | 
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THE BRAXTON BELT 


with the double comfort fea- 
ture is the only belt of its 
kind in the world, Price $21.00 
per dozen. 













Promote new business—make 
new customers—sell the 
BRAXTON at $3.00 each on 
thirty days’ trial to convince 
men of the wonderful advan- 
tages over a flat belt. 


Onall worn 
belts returned 
by your custo- 
mers you will re- 
ceive credit in full. 
Nationally advertised. 





Heavy Sterling Silver Tongue Buckles, as- 
sort shields for monogramming. Price 
$30.00 per dozen. 





Cavalier Sterling Silver and Gold Filled, 
Buckle and Tie Chain Sets matched in fine 
metal gift boxes. $21.00 to $36.00 per dozen 
set. 


Our representative will call on you if 











7-13 China & Glass Show Hote! Vanderbilt New York : ° : 
22-26 New York Lamp Show Hotel New Yorker New York territory is covered. Samples will con- 
vince you what great values are, at the 
AUGUST prices quoted. 
29-August 9 Chicago Gift Show Palmer House Chicago 
12-13 Texas R.J.A. convention Buccaneer Hotel Galveston — NOTICE: aunt oe ~ 
19-23 New York-Philadelphia Gift Show Hote! Benj. Franklin ee 7 
26-30 ANRJA & NACJ conventions and Waldorf-Astoria ew Yor - 
joint trade show SEPTEMBER : Queen City Buckle Mfg. Co. 
sani deecacdh alae acne — | TEMPLE BAR BUILDING 
- ote atier n 
oston Gi ow | CINCINNATI, OHIO 
THE JEWELERS’ CIRCULAR-KEYSTONE 93 


for June, 1940 





RA Ta de alban esactnces 





@ Both the beauty and the low 
price of this Christmas Gift Sugges- 
tion Book are made possible by co- 
operation of a group of leading 
Jewelry Manufacturers. Whether 
yours is a small or large store, cash 
or credit, individual establishment 
or chain, this book offers the most 
for your Christmas advertising dol- 
lar. Sold in quantities as low as 
250 copies its flexibility and prices 
have attracted users of up to 100,- 
000 copies. 


@ Finest 4-color printing 

@ Impressive size 8/2" x 11” 
®@ Direct color photo on cover 
@ Many 4-color illustrations 
@ Enamel paper throughout 

@ Hand-lettered titles 

@ Over 250 items pictured 

@ Covers more of your lines 
@ Priced to profit YOU 


LANSFORD F. KING, Publisher 
110 SOUTH 16TH STREET 
PHILADELPHIA, PENNA. 


‘TO ONE JEW 
IN EACH TOWN so- 


eae copy 
AND PRICES! 














Excessive Trade-ins on Watches 
Scored by Wisconsin Jewelers; 
Cooperative Ads to Continue 


OsuxkosH, Wisc.— A _ resolution dis- 
approving “of the practice of some re- 
tailers giving allowance in trade-ins on 
watches, far in excess of actual values,” 
was passed by the Wisconsin R.J.A., at 
its annual convention, held here, May 6 
and 7. The practice was termed “unfair, 
unethical and unsound.” 

Wisconsin is a state where the jewel- 
ers really get things accomplished and 
they had good reason to congratulate 
themselves at this, their 35th annual 
meeting. Among the laws favorable to 
the trade, now on the statute books are 
a court approved auction law, since the 
enactment of which there has not been 


Sam Dalin, jeweler of 
West Allis, Wisc., 
was named president 
of the Wisconsin 
R.J.A. succeeding E. 
R. Fuchs, Milwaukee 


retailer. 





an auction in the state; a second-hand 
watch law; a watchmaker licensing bill; 
a law forbidding the sale of any mer- 
chandise by a manufacturer to an em- 
ployee except articles of his own manu- 
facture, and the state fair trade act. The 
association is now watching the progress 
of the Colorado statute forbidding house- 
to-house selling, which has been approved 
by the state supreme court and is on 
its way to the Supreme Court of the 
United States. 

The value of much of this progressive 
legislation was brought out at a closed 
session, Monday night, by Walter D. 
Corrigan, Sr., Milwaukee, general coun- 
sel for the organization. 

A memorial address was delivered at 
the opening session by Henry W. Rank, 
Milwaukee, honoring the memory of 
William H. Upmeyer, a former presi- 
dent of the association and first and only 
president of the National Jewelers 
Mutual Fire Insurance company until 
his death in March. 

The matter of advertising and public- 
ity was given prime consideration and 
the directors were authorized to arrange 
and contract for another year of state- 
wide, cooperative advertising. 

The comparison of a modern store 
front to a billboard was made by J. L. 
Soutter, of the Libbey-Owens-Ford 
Glass Co., of Toledo, in a talk on which 
he stressed the advertising value of a 
modern front. He used a_ working 
model to demonstrate the difference be- 
tween the looks of old and new fronts. 

Mr. Rank explained the scope and ef- 
fect of the year’s cooperative advertising 
program, and also urged jewelers to 
support the Jewelry Industry Publicity 
Board, as did Henry W. Von Unruh, 
Cincinnati, O., regional vice-president 
of ANRJA. Clyde Newman of the 
Milwaukee Journal, talked on statewide 
advertising, and Neale V. Balkke, also 
of the Journal, spoke on radio advertis- 
ing. 

Sam Dalin, West Allis, was elected to 
the presidency, succeeding E. R. Fuchs, 
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Florida Jewelers to Work for Law 
Banning Employe Discounts; 
Also Want Curb on Auctions 


Miami, Fra.—Resolutions urging its 
legislative committee to exert every ef- 
fort towards an unfair sales law, curb- 
ing industrial discounts to employees, 
such as exists in Wisconsin, and to make 
an effort to curb the auction racket, 
were passed by the Florida R.J.A. at 
its annual convention, at this place, April 
28 to 30. Fifty-one jewelers were reg- 
istered. 

The association favored the establish- 
ment of a watchmakers guild and offer- 
ing to lend any assistance possible to 
such a group. 

Officers, all reelected, are: H. F, 
Underwood, Palatka, president; Bruce 
Watters, St. Petersburg, first vice-presi- 
dent; R. 'T. Fox, Daytona Beach, second 
vice-president; G. W. Lawton, Orlando, 
secretary; and Reade Tilley, Clearwater, 
treasurer. Eugene Mumpower, Miami, 
and R. L. Nickelseon, Tallahassee, were 
elected to the board of directors which 
also. includes, William H. Deuber, 
Tampa; Sterling E. Smith, Jackson- 
ville; Alvin Magnon, Tampa; F. L. 
Fleck, Jacksonville; William Kohlhousen, 
Ft. Lauderdale; Fred Engleke, Gaines- 
ville; John K. Shackett, New Smyrna; 
E. H. Kaniss, St. Petersburg; Earl L. 
Middleton, Miami; Lester Moon, Talla- 
hassee; W. W. Putnam, Tallahassee, and 
Hart Swalstead, Orlando. 

The association voted to increase its 
contribution to the Jewelry Industry 
Publicity Board to $100 after an exposi- 
tion of the publicity campaign by Wil- 
liam D. MeNeil, executive secretary of 
the J.I.P.B. Other speakers were by A. 
S. Perry, merchandising expert of At- 
lanta, Ga.; Dale James, executive secre- 
tary of the Fair Trade Practice Bureau 
of Miami, whose subject was “Protecting 
the Gullible Public,’ and John C. Hall, 
president of the local Chamber of Com- 
merce. 

There was plenty of fun for the jewel- 
ers and their guests. On Sunday evening 
they enjoyed a buffet supper and a 
cruise down Biscayne Bay. ‘The next 
day the Miami group played host at a 
luncheon on the Hotel Columbus Roof, 
and the annual banquet, floor show and 
dance were held that evening. 


Pautler Heads James J. Burke Co. 


Sr. Louis, Mo.—Paul E. Pautler, for 
35 years secretary of the James J. Burke 
Co., wholesale jewelers and diamond im- 
porters, Paul Brown Bldg., here, has 
been elected president, succeeding James 
J. Burke, founder of the firm, who died 
while vacationing at Hot Springs, Ark., 
on April 14. Other officers chosen in- 
clude Carl H. Teschner, employed by 
the company for 31 years, vice-president 
and treasurer, and Robert E. Evans, 21 
years, vice-president and secretary. 





Milwaukee. Others named were: L. M. 
Nelson, Madison, vice-president; Henry 
F. Stecher, Milwaukee, treasurer, A. W. 
Anderson, secretary, and Ray Treiber, 
Appleton; Ralph Young, LaCrosse; 
E. R. Fuchs, Milwaukee, Ray Nelson, 
Madison, and Henry Rank, Milwaukee, 
directors. Milwaukee was selected as 
the 1941 convention city. 

The closing event, the feature of the 
convention as it had been for years, was 
the annual dinner-dance and entertain- 
ment, which was attended by about 200 
members and guests. 
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Licensing Bill on Program 
Of Tennessee Watchmakers; 
200 at Knoxville Convention 


KnoxvittE, Tenn.— The ‘Tennessee 
Watchmakers and Jewelers Association, 
in its 6th annual convention, here, May 
5 to 7, went on record as favoring a 
state licensing law for watchmakers, 
and discussed plans for obtaining it at 
the 1941 session of the legislature. The 
new Legislative committee is composed 
of James N. Freeman, S. George 
Cochron, and J. E. Coleman, of Nash- 
ville; R. L. Parcell, Chattanooga; B. A. 
Ruwe, Knoxville, and W. C._ Roy, 
Memphis. 

A committee was appointed to work 
out plans for uniform conventions in the 
future. 

There were addresses by V. E. van 
Hoesen, Memphis; W. H. Samelius, 
director of the Elgin Watchmakers Col- 
lege; A. S. Perry, Atlanta, Ga.; L. R. 
Douglass, Indianapolis; Herman  L. 
Lodde, Indianapolis, secretary of the 
Indiana Board of Examiners in Watch- 
making; and R. R. Stripling, editor of 
the Knoxville Citizen. 

The election resulted as follows: S. 
George Cochron, president; John B. 
Varallo, Nashville, George R. Harding, 
Chattanooga, B. A. Ruwe, Knoxville, 
and J. D. McQuirter, Memphis, vice- 
presidents, and Ralph F. Langreck, 
Nashville, secretary-treasurer. The 
ladies auxiliary named Miss Clara May- 
nor, Nashville, president; Mrs. Lang- 
reck, secretary-treasurer, and Mrs. 
Harding, publicity chairman. 


Missouri Horological Association 
Has 125 at Convention 


CotumBia, Mo.—The Horological As- 
sociation of Missouri, with a registration 
of 125, held its greatest convention, on 
April 28, at the Sinclair Pennant Hotel, 
here. Clemens L. Wolff, of Hess-Cul- 
bertson, St. Louis, was chairman of the 
sessions which were opened by an ad- 
dress by Fred W. Pilcher, Mexico, Mo., 
president of the Missouri R.J.A. 

The program included an address on 
membership by Frank Kuntz, St. Louis; 
a discussion of the watchmaker licensing 
bill by Ernest Wetteroth, Kansas City; 
a resume of the association’s history by 
Walter I. Betts, of Independence, Mo., 
and an address on “The Future of the 
Horologist,” by Orville R. Hagans, 
executive secretary of the U.H.A. 

Ray Gable, Selle Jewelry Co., St. 
Louis, was elected president, and Joseph 
Obermann, Heffern-Neuhoff, St. Louis, 
was reelected secretary. 





Central N. Y. Gem Group Reorganizes 


Syracuse — The Central New York 
Study Group of the American Gem So- 
ciety has been re-organized, under the 
leadership of Prof. James Maynard of 
Syracuse University. At the first meet- 
ing held in Syracuse it elected the fol- 
lowing officers: Earl Roth, Syracuse, 
president, and Mrs. Elizabeth M. Booth, 
of H. W. Antemann, Albany, N. Y., sec- 
retary. 

CLeverann, O.—The Northern Ohio 
Guild recently traveled here to view the 
gemstones at the Museum of Art and to 
see interesting books on gems. A series 
of slides on ancient and modern jewel 
design was shown by Clayton Allbery, 
Secretary. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for June, 1940 


| 





Everyone seems pleased over his or her election 
to office in the Tennessee Watchmakers & Jewel- 
ers Association, or its ladies' auxiliary, respec- 


tively. From left to right are: B. A. Ruwe, Knox- 
ville, vice-president; S$. George Cochron, Nash- 
ville, president; Ralph F. Langreck, Nashville, 
secretary-treasurer, and T. O. Pearson, Memphis, 
retiring president; Mrs. George R. Harding, 
Chattanooga, publicity chairman; Mrs. Langreck 
secretary-treasurer, and Miss Clara Maynor, 
Nashville, president. 


"MAN! BUT THOSE 
HARVELS ARE 
EASY TO SELL” 


me to select 


When that Harvel salesman told 


just a few Harvel watches as a trial order, | 
never thought they would go so well. (Fact is 
they were snapped up fast). Customers like ‘em. 
They're beautiful watches and the movements 
sound as a drum. Yes, sir, Harvel’s good value 


so |'m featuring ‘em from now on!” 


HARVEL 


TIMEPIECE 


In 17 jewels to retail from $19.75 to $100, others up | 
to $2,500. Accuracy and style in every price range 


HARVEL WATCH COMPANY 
New York 


Western office: Panama Building, Portland, Oregon 


Rockefeller Center ° 


” 


THESE ARE TYPICAL OF THE SUPERB -VALUES IN THE HARVEL LINE 
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H.1.A. Certified 26 in Year 


Wasuincron—The 19th year of the 
Horological Institute closed last month 
with a total issuance of 26 Certified 
Watchmakers and 67 Junior Watchmaker 
certificates. The Examining Board at its 
last sitting made the following awards: 
Certified Watchmakers: John R. Ed- 
wards, Jr., Scranton, Pa.; Wendell 
Charles Hagood, Whited Jewelry Co., 
Raton, N. M.; Peter Nieto, White Bros. 
Co., New Orleans, and Harold E. 
Thomas, May Bros., Clovis, N. M., and 
Junior Watchmakers: Gurvis L. Cum- 
mins, Paul W. Douglass, Harold I. Isach- 
sen and Forrest Wolf, students at Brad- 
ley Institute; Leslie Ewert, student at 
Elgin College; John J. Holleran, John 
M. Roberts & Son Co., Pittsburgh, and 
Earl B. Johnson, Manchester, Wash. 


NATIONALLY 
ADVERTISED IN 
THESE MAGAZINES 























$1000.00 





| NEW ENTERPRISES 





MONEY! 


Cc. & S. Jewelry Co., Hamilton St., 


IS A LOT OF | 
| 
| 


Name and Address 
Brown's Jewelry Store, Main & Clinton Sts., Gouverneur, 
BH FOE E rr Ce eT Oe TTT ee OE Irving Brown 
GNINR, ABMs s 66 6.00.6 0.0: 


Owner or Manager 


S. E. Cohn, 603-07 Prospect Ave., Cleveland, O........... S. E. Cohn 
* Comay’s, Inc., 624 Bromaway, GOry, 27G.. 2.6 ececccsvsene Wort S. Feder 
Connor Jewelry Store, 1719 2nd Ave., Rock Island, Ill....Jerry Connor 
f h | Diamond Jewelry Co., 333 Clematis St., West Palm Be ach, 
. } Ee ae aod 6 AG Cree io we Ete oe aloes as ‘ 

Many policyholders of this Bob Elliott & Son Jewelry Store, Magnolia, Ark.......... Vivi . — 
Ellis Jewelry Co., 111 E. Main St., Galesburg, Ill........ ivian Larson & Warre1 

Company have saved over y g a ' 


$1,000.00 on the cost of 


their Fire Insurance. 


advantage of the saving we 
offer. .. . Remember, you do 


Ferrell Jewelry Co., 207 S. Orange Ave., 
Ferrell Jewelry Co., 605 Franklin St., 
Robert P. Georges, Mt. Holly, N. J 
Glickstein’s, 105 Ridge Road, Lackawanna, New York... 
‘ Glove Cities Jewelers, Inc., 84 N. Main St., 
You, too, should be taking 5 apache papppahepen male Shgeones 
Fred A. Goebes, 430 Occidental Bldg., Indianapolis, Ind..Fred A. Goebes 
Francis Haas, Main & Lancaster Sts., 
Charles F. Hagan, Jr., 4 S. Gallotin Ave., Uniontown, Pa.Charles F, Hagan, Jr. 
Hillman’s, Inc., 216 Market Ave., N., Canton, O.......... Harold Garey, Mer. 


Orlando, Fla.... Everett R. Newberry, Mer. 
"TOMER, FB... .0s ss John C. Fannin, Mer. 
eer rere Tae Robert P. Georges 


Gloversville, 
ss shhh Tala ki rate Se Sk Herbert J. Patterson 


Columbus, Ohio. ..Francis Haas 


‘ : Jay's. Enc. Simin St; Coen, We Bocca ccccasecececece L. E. Laskin 
not sacrifice on the quality Kay Jewelry Co., 810 K St., Sacramento, Cal............ 
: h + The Jewel Box, 147 N. Foster St., ie See T. J. Bauman 
of protection when you in- Walter J. Johnson, Myrtle St., Mt. Vernon, Wash........ w alter J. Johneon 


Krauss Jewelry Co., Mansfield, O. 


sure with this, YOUR OWN 


Write today for full particulars. McKee’s, 431 Main St., Peoria, IIl. 


moe T | On Ae 


EWELERS 
MUTUAL 


Sherwood Jewelers, 45 E. State St., 
FIRE INSURANCE COMPANY Simms Jewelry Store, No. 2, 20 W. 


JEWELERS INSURANCE BUILDING 
NEENAH, WISCONSIN 














Laubheim Jewelry Co., 224 Main St., 
COMPANY Lawrence Furniture Co., 400 Carondelet St., 
. leans, La., Jewelry Dept. 


Lester H. Lake, St. Johns, Mich. ...... 
Leed’s Credit Jewelers, 1588 Genesee St., 


Mayer Jewelry Co., 3rd & Main Sts., 
Mayor Jewelry Co., 112 W. San Fernando Blvd., Burbank. 

LS eer rr re re ee ee 
John C. Mulford, Knox, End. « ..2 00.000 
Mur Jewelry Co., 709 Washington St., 
Porter & Soliday, Sapuipa, Okla. ...... 
S. Rubinacci, Red Bank, N. J. ........ 


Morton G. Standt, Inc., 119 E. Jackson St., 
Stanley’s, Main St., Pulaski, Va. ...... 
Tobias Jewelry Co., 93-B Forsyth St., 
Fred Vining, Inc., Pine Bluff, Ark...... 


vr te ve ee ee Oe ee ee Sam V. Fox, Mer. 
Paterson, N. J..... 


New Or- 


Reta esse RE Fred Potts, Mer. 
ey LE Lester H. Lake 

Buffalo, N. Y...Maurice L. Teibel 
Se Vere ere Fred H. McKee & A. W. 


Bloom 


Sr Charles, Jack & Max Getz 


ee rer eet Sanford K. Pierson 
Sa Inia here Sen ae John C. Mulford 
Huntingdon, Pa....Thomas Wolf, Mer. 
Rene Lene George Porter & Dick Soliday 
Te ee re ere Salvadore Rubinacci 
Trenton, WN. J....65 + Irving Panitt, Mer. 

Tyrone, Pa.. 
Munci ie, Ind.. 
RPE ee ree pe re \F. M. Stanley 
Re Te ees D. A. Tobias 








chicago’s eventful hotel 


enchanting guest rooms of a new era 
...an incomparable parade of swing 
kings... flaming sword dinners in 
college inn’s panther room and malaya 
room... all nine restaurants offer 
delicious food at surprisingly reasonable 
prices... thronged with celebrities. 


from ‘*2:5° *3 %332 %4 
Randolph, Se Lal Y, cA and F, MA ae 
s 
chicago 


Mims drive right into the hotel,as you are wie 








Jewelers Information Exchange 
Meets in Four States on Tour 


Buruincton, Vr.—The Jewelers In- 
formation Exchange Group, one of two 
such unique trade groups in the country 
which meet to exchange data and dis- 
cuss common problems of the retail 
business, was entertained by Frank J. 
Preston and William S. Preston, this 
city, May 5 and 6. The group was 
tendered a reception at the William 
Preston residence, and had dinner at the 
Hotel Vermont. 

The next day after a visit to the 
Preston store the jewelers motored to 
Portland, Me. where they inspected 
Carter Bros. Co. store and were given 
a shore dinner. On May 7 they were 
guests of The Towle Mfg. Co., New- 
buryport, Mass., where they were enter- 
tained after an inspection tour of the 
factory. The next day they went to 
Boston where they visited the Thomas 
Long Co. store and then convened for 
three days of business. On Friday they 
attended the opening of the Gorham 
Manufacturing Co.’s new wholesale sales 
room, and toured the Providence, R. I. 
factory. 

Attending were: William S. Preston, 
William Wright, Galt Bros., Washing- 
ton, D. C.; Philip and Oscar Kind, S. 
Kind & Sons, Philadelphia; Leo Hene- 
bry, Henebry & Son, Roanoke, Va.; 
Russel Scheer, E. J. Scheer, Inc., Ro- 
chester, N. Y.; William F.  Broer, 
Broer-Freeman Co., Toledo, O.; Maurice 
Adelsheim, S. Jacobs Co., Minneapolis, 
Minn.; H. Victor Paul, Wiss Sons, Inc., 
Newark, N. J.; Alan Davidson, Thomas 
Long Co., Boston, and Matthew Tinker, 
chairman of the group, of Carter Bros. 
Co., Portland, Me. 
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MODERNIZATIONS AND REMOVALS 





Name and Address Feature Owner or 
Manager 
Frank A. Andrews Co., 307 Washington St., 
Boston, MASS. ......sssceessseeeserceeeee NEW location 
Herman L. Art, 18 N. Park Pl., Newark, Ohio. Remodeled H. L. Art 
Beaudet’ s, 111 Main St., Woonsocket, R. I.... Rebuilt store Dr. Arthur Beaudet 


Louis G. "Beers, Taunton, Mass.............. New location 
cuceeoseccecces NOW Store 

Paul Cohard, E. 5th St., Peru, Ill............ 
F. N. Davidson, 109 W. Columbus Ave., Belle- 


fontaine, O. .ccccccescccsesvcecs pesos wees N 
Middletown, 


Morris Braun’s, Braddock, Pa. 


Fenzel-McDonough, 20 Main St., 


Finley’s Credit Jewelers, 
Ne 


North Hollywood, 


Remodeled 


Louis G. Beers 
Morris Braun 
Paul Cohard 


vew location F. Newton Davidson 


Remodeling Ss. A. MeDonough 


pee e were reer reese eee eee essere seeee ee MOMCEMNIZing Larry Finley 


Cal. 
N. C. Hall Jewelry Co., Inc., 417 Houston St., 
FRIED oar alecaid a eve tie Uwe kana Gaon 
Columbia, 


Fort Worth, 
Hamilton’s. Inc., 1611 Main St., 
i aaer 
H. E. Hart, 217 Main St.. 
Hart Jewelry Co., Inc., 


lasnens VW. Blebert, Nese, Les ocicwessesses 


Wills C Hicks, 94 Court St., Auburn, Me.. 
baae ‘Jewelers, Inc., Adams & Laura 


BN A PEE ree Te reer ee 
Hunting- 
OE RES ee ee ree Pre eee 
Columbus, O.........3rd Fl. added 
Pittsburgh, Pa...... 
Chapparal 
Gh Ceppee Curiats, FOR. oc 6 osc c6cssenwese 


Jones Jewelry Store, N. Jefferson St., 


Kahn’s, 24 N. High St.. 
Kappels, 535 Liberty St., 
Lester’s Credit Jewelers, 608 N. 


Maier Jewelry Store, Aberdeen, Miss. ....... 
S. A. Mailman, Lock Haven, Pa............. 
Turtle Creek, 
1 err eee ee ere: 


Joseph Mandel, 511 Penn Ave., 


Johnson City, Tenn.. 
170 N. Park, Warren, 


Frederick Miller & Co., 510 S.W. Yamhill St., 


Modernized a. W. 
Modernized store HH. KE. Hart 


Doubled in size B. FE. Ellman 


Hamilton 
Remodeled, en- 


larged 
New location lL. V. Hebert 


Samuel Levy, Pres. 


- New front 


’ Departme nt add» 


New location William J. Kappel 


New location FE. M. & Lester I. 


Shoshone 
New glass front 
Renovated S. A. Mailman 


Remodeled Joseph Mandel 


RE, CUES inc H6 obese ORO Wae eee ay anws New location . ap} ; 
Miller’s, Inc., 906 Garrison Ave., Fort Smith, Fredestch Miter 

re a CT ee ee ere ee Modernized 3. Miller, Pres. 
Nathan’s Jewelry Co., 405 Travis St., Houston, A. E. Miller, 

Lf ETP cree Ie ee ere er ee Modernized Je P Lewis. Mer. 
Penn Jewelry Co., 1222 Market St., Wheeling, SOR LAR, s 

\ a ree rr re re ene New location Simon Penn 


Perel & Eaisenabeie, 142 S. Main St., Memphis, 
TO a. ace we ioacd. sides ee a ee Slab raat 


To enlarge 


Rogers Jewelry Co., Canton, O. ....,ecccce. New glass front 
Rudolph Bros., Inc., 201 E. State St., Ithaca, 

BS Nd. wiaieieca mein tetas a eoaein ate & erear sla ea lade ees New location Arthur Fox 
a Jewelry Store, McComb, Ill. ........... New front 

. A. Schneider & Son, Kingston, ea. Biswas Fluorescent win- 

dows 

Altman A. Smith, 110 W. Columbus Ave., 

a) er re eer ae Remodeled A. A. Smith 


Joseph E. St. Pierre, Chestnut & Hollis Sts., 


i ee. SS See eee ee New location J. E. St. Pierre 
Staples Jewelry Store, 4 Clarksville St., Paris, 

NEE 6 ern Swen eae oe Gikeate Rola a a ae eee ea Air-conditioned W. E. Burroughs 
William G. Stover, Main St., Belfast, Me...... New front W. G. Stover 


Jacob Strauch, 
Memphis, Tenn. 


348 Commerce Title Bldg., 


New location Jacob Strauch 


SRR ate RE 8 RRR aa 


ARE A BIG HIT IN 
JEWELRY STORE GIFT DEPARTMENTS 








K awit 


MODERN 
ROAST 
TONGS 


THE “Karvit” Roast Tongs are 
sensational sellers in jewelry store 
gift and silverware departments. 
“Karvit” sells the year around be- 
cause it is an ideal Wedding, An- 
niversary or Holiday gift. Every 
modern homemaker can use one... 
and will appreciate receiving it. 


Attractive Display Stand 
FREE. Blue mirror back 
to highlight chromium. 


Ben Theilmann, Yocum Bldg., Warrenton, Mo. New location Ben Theilmann 


Dell W. Thomas, 1613 2nd Ave., Seattle, Made of highly-polished Chrom- 


TEINS. *<5.\e evel b.:8 writ God -6 ah ard he we Dien ee Caan New location D. W. Thomas 1um. 
Van Schreeven & Co., 508 5th St., Sioux City, 

BL. awe aa Sao bse ata as ba 0 ase: aaa Expanded Cedric Van Schreeven 
Watch and Jewel Shop, 5th FI, 31 N. State 

Ree NRO RUDD i ano gc wae ale we nda de-wiroe a New quarters Fred M. & Jack Lund 
Western Diamond Brokers, 1323 3rd Ave., 

MUNN WOON? 25606 cu srvieln He edealoeteewed $10,000 moderniza- 

tion 

Russell P. White, Salisbury, Md. ............ Remodeled Russell P. White 
Williams & Co.. Benton Harbor, Do. ree Renovating B. Sheffer, Mgr. 
Ralph L. Williams, 68 S. Washington St., 

PRM MON 5 cac'g ba arte, ta Bm hc Le A OO OR a New location Ralph L. Williams 
C. Clifton Winn, Ambherst, Mass............. New Front C. Clifton Winn 
Zeitz Bros., 3957 Lincoln Ave., Chicago....... New location 











"They'll 'Get' You at Wholesale" 


An article entitled, “They'll ‘Get’ You 
at Wholesale,” run in the December 1939 
issue of Coronet magazine, which exposes 
many of the malodorous practices used 
by certain elements in the jewelry, furni- 
ture, clothing and other trades, to “gyp” 
the public, has been reprinted for distri- 
bution by ANRJA. 

These reprints of the seven-page ar- 
ticle and the magazine cover, done by 
the offset process, are available at a small 
cost in quantities of 100, 500 and 1,000, 
and should prove helpful to jewelers in 
communities infested with wholesale- 
retailers. Orders should be addressed to 
the American National Retail Jewelers 
Association, 22 W. 48th St., New York. 
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Old "Hey, Ma!" Theft Revived 


Scuenectapy, N. Y.—Police arrested 
a 16-year-old high school student who. 
they said, worked the “Hey, Ma!” stunt 
on a local jeweler. The boy was charged 
with petty larceny in the theft of two 
watches, one of which the police re- 
covered and the second of which had 
been sold to another pupil for $4. 

Detectives said the “game” is carried 
out by asking to see snvdiiadiion Then 
the prospective customers, usually boys, 
seem delighted and and say to the clerk, 
“Just a minute.” With this they dash 
toward the door and shout “Hey, Ma!” 
in pretense of showing the article to 
their mother, who generally is not wait- 
ing outside. 
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Chrome finish $12.00 per dozen. 
Retail $1.75 each. 


Karvit in Quadruple Silver Plate 
$24.00 per dozen. 
Retail $3.50 net. 


Advertised in Good Housekeeping and 
Ladies’ Home Journal. 


Territory open for Good Live Salesmen 


KARVIT DIVISION 


QUEEN CITY BUCKLE 


M FG. co. 


TEMPLE BAR BUILDING 
CINCINNATI, OHIO 


SRNR sty 








aoe cm MB SN AR LAR RN Nik ET UN EMA AR 





Grarr, WasHBOURNE & DuNN 
FINE SILVERSMITHS 


SPECIAL ORDERS 
SOLICITED 

142 WEST 14th STREET 
NEW YORK 











“ORIENTA” 
CULTURED PEARLS 
of QUALITY 
Leys Chitslie Yb, 


5 Naa — + - 
65 NASSAU STREET NEW YORK 








STOP WATCHES 


Low-Priced Line. 

7 Jewels — Popular Sellers. 
Fully Guaranteed. 
Write for free Catalogue 
No. C-6 


BRENET WATCH CO. 
266 W. 40th St., New York 

















IMPORTERS - CUTTERS - POLISHERS 
Precious, Semi-Precious Stones 


CALIBRE Wenn 


Work &§ 






87 Nassau St., N. Y. BArclay 7-7245 











eContracts e Receipt Books, etc. 
Samples Sent FREE 





S. J. SURNAMER CO.—370-7th Ave., N.Y. 











ENCRUSTERS 

STONE RINGS ENGRAVED 
@ CRESTS e@ DRILLERS 

@ COATS-OF-ARMS e GEM CUTTERS 
@ SCHOOL AND FRATERNAL EMBLEMS 
Betimates furnished without obligation 


BRAUNFELD & MEHLMAN 
108 Fulton St. New Yurk, N. Y¥. 














ssaieeeatbianaaianaalll 
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Whitelaw Brothers . 








BEAD SPECIALIST 


All Kinds of Genuine Stone Bead Necklaces 


Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung. 


DOUBRAVA CO. 
12 John St., New York City 








SIMONS BROS. CO. 
THIMBLES 


269 So. 





9th ST. PHILADELPHIA 























q The Van Dam Diamond Corp., on 
May 11, opened improved new quarters 
in suite 3402, 630 Fifth Ave. 

q Ostrin Co., manufacturing jewelers, 
formerly at 1 W. 47th St., are now lo- 
cated on the 22nd floor at 305 E. 45th St. 
q The store vacated by KE. M. Gattle & 
Co., in the St. Regis hotel, 703 5th Ave., 
will be occupied by H. S. Fischer, Inc., 
jewelers, after extensive alterations. 

q Gray-Kamsly, Inc., dealing in dia- 
monds and other precious stones, has 
occupied new quarters at 608 5th Ave. 
The firm was formerly at 9 Rockefeller 
Plaza. 

q Isidore Draizen, materials wholesaler, 
formerly at 139 Hester St., has taken 
larger quarters in a remodeled store at 
67 Chrystie St. A complete optical de- 
partment has been installed. 

4S. R. Weintraub, of Wm. V. Schmidt 
Co., Inec., colored stone importers, 30 
Rockefeller Plaza, New York, called on 
retailers in cities between New York and 
Denver during the last 15 days. 

q Isidore Fogel last month retired from 
the firm of Gold Bros., gold novelties 
manufacturers, 7 W. 45th St., in which 
he had been a partner for 22 years. Abra- 
ham and Herman Gold, father and son, 
the remaining partners, are continuing 
the business. 

q The firm of Walter Lampl opened 
their handsome new quarters, the foyer 
of which is shown, at 608 Fifth Ave., 
May 1. The event was celebrated with 
a cocktail party for the trade on May 6. 
The latest items in the Lampl line will 





be shown in the recessed wall cases on 
the right wall, just as soon as produced. 
The new location affords more space than 
the offices vacated at 20 W. 47th St. 

q Tiffany & Co. and Cartier, Inc., were 
two of the 37 new members of the Jew- 


elers Security Alliance, announced by 
Secretary James H. Noyes, at the first 
quarterly meeting of the year. The pay- 
ment of 12 rewards of $100 each was 
reported for the arrest and conviction of 
15 criminals, who received aggregate sen- 
tences of 49 years. Among these crooks 
were ten window-smashers. Stolen goods 
recovered were valued at $1251. 

q Harry Armstrong has returned to 
Black, Starr & Frost-Gorham, 594 5th 
Ave., in his old capacity as buyer of 
gold jewelry and watches. Two years 
ago he resigned from the staff and _ re- 
tired with the thought never to return 
to the business world. However, finding 
life in Maine too inactive, he decided 
once again to pick up a buyer's reins. 
Previous to his association with the store 
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He | 
he was on the staff of the Gorham (Co, 
q The firm of William V. Schmidt Co, 
gem importers, entertained several hun. 
dred well-wishing guests Saturday after- 
noon and evening, May 4, during a cock- 
tail party that opened their spacious 
new suite at 30 Rockefeller Plaza. (, RB. 
Paskow, president of the firm, was not on 
hand for the festivities, since a few days 
previously he had departed on a round- 
the-world gem-buying trip, but _ his 
brother, H. M. “Packy” Paskow was a 
genial host. 
q Mr. and Mrs. A. D. Leveridge, mem- 
bers of the firm of A. D. Leveridge, 607 
5th Ave., diamond importers, motored 
to Montreal on May 28 to call for their 
son, Dr. Leo Lincoln Leveridge, who 
graduated from McGill University as a 
physician. While there, they expected to 
be joined for the graduation exercises 
by their son, Don R. Leveridge, who rep- 
resents the firm in Chicago, and who has 
been taking courses at the University 
of Chicago. ; 
q The Precious Stone Dealers <Associa- 
tion has voted uniform closing of mem- 
ber establishments on Saturdays from 
June 1 to Sept. 7 inclusive; and from 
Wednesday night, July 3 to Monday, 
July 8. Officers recently reelected are: 
I eopold Nathan, president; Thomas H. 
Benedict, vice-president; George J. Klin- 
ick, treasurer, and Isidor Lassner, ex- 
ecutive secretary. A gift, in appreciation 
of his founding the organization and for 
keeping it together for ten years, was 
recently presented to Mr. Lassner, who 
is honorary president, by Past President 
Charles L. Frank. 
q Officers of the Bronx R.J.A. were in- 
stalled at a dinner meeting, held May 
12, at the Elsmere Hall, the Bronx. The 
installation of the following slate was 
made by Phineas Peters, chairman of the 
executive committee of the Retail Jew- 
elers Associations of Greater New York: 
John IL. Schwartz, president; Sam Jacob- 
son, vice-president; I. Hirschhorn, trea- 
surer; Murray Max, financial secretary; 
I. Chernick, recording secretary; A. J. 
Bluming, sergeant-at-arms; and I. Gef- 
fen, chairman, W. Schneiderman, Jacob 
Sells and A. Franklin, trustees. Enter- 
tainment throughout the evening followed 
the serving of the dinner. 
4 Members of Pearl Associates and the 
Gem and Pearl Dealers Association con- 
ferred with representatives of the Gem- 
ological Institute of America, May 16, 
in the room of the 24-Karat Club of New 
York. The meeting was called by W. 
Waters Schwab, of J. R. Wood & Sons, 
Inc., chairman of the manufacturers, 
importers and jobbers committee of the 
G.I.A., to acquaint the pearl and gem 
importers with the institute’s work. which 
was explained by Robert M. Shipley, 
G.I.A. head; George C. Brock, Los 
Angeles; Paul S. Hardy, Pittsburgh; 
William G. Thurber, Providence; John 
S. Kennard, Boston, and Maurice Spain, 
New York. 
q So popular have become the annual 
summer affairs of the Maiden Lane Out- 
ing Club that it has been decided to 
restrict attendance to 200 for this year’s 
event, which will again be held at the 
Elks Club, Oakwood Heights, Staten 
Is!and, on Saturday, June 15. Anyone 
desirous of going must purchase his 
ticket before June 12 from any one of 
(Please turn to page 129) 
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Consolidated Show 
Plans Progressing; 
Will Be Sell-out 


The consolidated jewelry show for re- 
tailers (which we are assured will be 
bigger and better than ever), the simul- 
taneous conventions of the two national 
retail jewelers associations, and the add- 
ed extra attraction of the World’s Fair 
unite to make New York a magnet for 
jewelers during the week beginning 
August 26. 

The two national retail jewelers asso- 
ciations—ANRJA and NACJ—will each 
have their own program. According to 
agreement, the ANRJA will meet (as 
they did last year) in the morning, start- 
ing with breakfast conferences and con- 
tinuing until noon in the Empire Room 
of the Waldorf-Astoria where the con- 
vention will be held. The NACJ will 
start immediately after lunch. Doubt- 
less there will be two or perhaps three 
joint evening meetings. 

All retail jewelers, whether cash or 
credit, are welcome at any or all of the 
sessions of either or both associations, 
and programs are being carefully planned 
by both to give the maximum value. 

The consolidation of the two shows, 
heretofore staged by each of the associa- 
tions individually, will provide a larger 
and more complete assortment of all 
types of jewelry store merchandise than 
has ever before been shown at either 
one singly. 

Secretary Charles T. Evans of ANRJA, 
who is in charge of the show arrange- 
ments this year, reports that every avail- 
able inch of exhibit space will be filled 
with interesting and worthwhile mer- 
chandise as well as many individual dis- 
plays in the rooms of the hotel. 

The two associations are working in 
complete harmony and cooperation un- 
der the arrangement decided upon at 
the time that it was agreed to merge 
the shows—namely, that in the years in 
which the conventions are held in New 
York, as will be the case this year, the 
details of allotting and handling exhib- 
its, registration, etc., will be handled by 
ANRJA, while in the alternate years 
when the conventions and show are in 
Chicago, the same responsibilities will 
be undertaken by the NACJ whose 
home office is located in that city. 

Full program details for the meetings 
will be available well in advance of the 
opening of the conventions. In the mean- 
while from advance reports already 
received we can assure the industry that 
both associations are arranging for pro- 
grams and speakers of outstanding in- 
terest and importance. 

No jeweler who takes his business 
seriously and wants to keep abreast of 
the newest and best methods and mer- 
chandise can afford to miss this highly 
important occasion. Plan now to be in 
New York for the week beginning Au- 
gust 26, 1940. 





Buffalo Horos Reelect 


Burrato, N. Y.—The Buffalo Watch- 
makers Association, meeting May §8, 
reelected Harry Taylor, president; 
Charles Hedrick, first vice-president ; 


William E. Timby, treasurer, and R. 
Walter Lane, 269 Broad St., Tonawanda, 
secretary. Ernest Schippnick was elected 
second vice-president. 
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F.T.C. Complaint Unjustified, 
Claims Manchester Silver; 
Says Practice Already Stopped 


Alleging violation of the Federal Trade 
Commission Act in the pricing of silver 
flatware, the Commission has issued a 
complaint against the Manchester Silver 
Co., Providence, R. I., and its officers. 

The complaint alleges that for many 
years the respondents have circulated 
among retailers, wholesalers and jobbers, 
a price list known as a “pink list” pur- 
porting to show the usual retail prices 
of the silver flatware offered, and that 
this list was used by retailers, especially 
large department stores, in conducting 
special sales to show how the regular 
prices of the products compared with 
special sales prices, which, in some in- 
stances, were as much as 33 per cent off 
those shown in the pink list. 


The complaint further alleges that 
about 18 months ago the Manchester 
Silver Co. issued a blue list with the 
words “wholesale list” printed thereon 
and showing prices substantially higher 
than those in the “pink list” which had 
been in use for a long time. It is alleged 
that the prices in the “blue list” were fic- 
titious and were used to enable dealers to 
represent that purchasers could buy the 
company’s silver flatware at discounts as 
much as 50 per cent off the list price, 
whereas, when the “pink list” was used, 
retailers were unable to represent that 
the discounts granted from list prices 
were greater than 33 per cent. 

It is also alleged that respondents 
granted to certain retail dealers special 
discounts to enable them to participate 
in this blue list plan. Alleging that these 
practices constituted unfair competition 
and unfair acts in interstate commerce, 
the respondent company is granted 20 
days for filing an answer. 

Frank S. Trumbull, president of the 
Manchester Silver Co., in discussing this 
matter with a representative of Jewer- 
ERS’ Crrcutar-Keystonr, states that it is 
the view of the company that the Federal 
Trade Commission complaint is incorrect 
and unjustified. Mr. Trumbull says that 
this matter was brought to their atten- 
tion last fall when an F.T.C. representa- 
tive visited them and asked them to dis- 
continue the practices referred to. This, 
he says, the company at once agreed to 
do and has abided by this promise ever 
since. 

No penalty was imposed, according to 
Mr. Trumbull, and he considers the inci- 
dent a closed matter on which there is 
nothing more to be said and done and 
that there was no occasion for the F.T.C. 
to file a complaint. 


Tavannes Distributing Direct 


The Tavannes Watch Co., of Switzer- 
land, has taken over direct distribution 
of its products in the United States, con- 
tinuing in the Tavannes offices at 608 
Fifth Ave., New York. Jerome T. Agate, 
formerly with Tavannes of America, Inc., 
will be a member of the new firm and 
will manage the sales. Sam Samuel will 
be office manager as heretofore. The 
Tavannes factory states it will continue 
its principle “to build into Tavannes the 
same quality and dependability that has 
been maintained since 1891.” 

The new line, which will be ready 
about July 1, shows many advances in 
styling and design, and features several 
new movements and case innovations. 
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EXPRESSING 
PHILADELPHIA 


in its finest, 
most hospitable 


mood 


To be at the Bellevue is to 
appreciate and enjoy Phila- 
delphia. It is where every- 
thing important happens. All 
the luxuries of modern com- 


fort —at reasonable rates. 


Air-Conditioned Restaurants 


BELLEVUE 
STRATEORD 


IN PHILADELPHIA 


CLAUDE H. BENNETT, General Manager 
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_SCHICKSNAPS 











“JADE” 
*‘The Gem Of Ages” 


We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we can 
fill vour every requirement. 


CHINESE GEMS CO. 


20 West 47th St. New York 








BRONZE Hee 


anenn ror FULL SIZE, ORIGINAL DESIGNS IN 
MLUSTRATED COLOR PREPARED FOR YOU FREE 
LITERATURE ALL MAIL ANSWERED SAME DAY 

he U.S. BRONZE SIGN CO. 


2 | 570 BROADWAY, NEW YORK 
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TAKE A VACATION 
THIS SUMMER 
FROM TROUBLESOME 
COMEBACKS 


SANDSTEEL 
CROSSCURVED MAINSPRINGS 


Improve Long Run Performance 
of Watches 
TAKE A TIP 
BUY A STOCK OF 
MAINSPRINGS NOW! 


WATCH-MOTOR 
MAINSPRING CO., Inc. 
145 Hudson St. New York 


Manufacturers 








RCH CROWN TAGS 


Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 














DTN ES 
REP INTO Mee 





A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 
116 NASSAU ST. NEW YORK, N. Y. 








send a Sketch or Model 
of your invention for LAG 


, @) 
CONFIDENTIAL 
ADVICE Sr ORME 


FREE coneisiey PATENT ENGINEER 











Specializing Traveling and Boudoir Clocks 
Also complete Leather Case Service 


110 West 40th St. - New York 








LADIES’ PLATINUM MOUNTINGS 
Solitaire—Wedding—Star—Sapphire— 
Fancy Shaped Rings 


Gents Gypsy Rings in Plat. and 
Gold for Stars or Diamonds 


JOSEPH A. RICH 
Mfrs. of Platinum & Gold Jewelry 








62 W. 47th St. New York City 








Cuartes F. Baumrucker, 56, president 
of the National Association of Credit 
Jewelers for four years, president of 
the Credit Jewelers Association of Chi- 
cago for eight years, died April 25, in 
the Mary Thompson Hospital, Chicago, 
after failing to rally after an operation. 
Mr. Baumrucker who was secretary and 
treasurer of Jones and Baumrucker Co., 
with stores in the Loop and West Side 
of Chicago, was a native Chicagoan, and 
was outstanding in civic as well as trade 


Charles F. Baum- 
rucker, leading credit 
jeweler, who died re- 
cently after an oper- 
ation. He headed 
N.A.C.J. for 4 years. 





affairs. The Illinois law regulating the 
sale of second-hand watches was_in- 
troduced by Mr. Baumrucker in 1937 
when he was Senator from the 7th Sena- 
torial District of Illinois. He had also 
served six years as president of his vil- 
lage, River Forest. He is survived by 
his widow, Lillian, two sons, Charles and 
Irving, and a daughter, Pollyanna. Ma- 
sonic rites were conducted in the chapel 
of the Bohemian National Cemetery. 


Wiriiam H. Bex, 84, for many years 
a leading manufacturer in North Attle- 
boro, Mass., died May 13 after a long 
illness. He headed the W. H. Bell Co. 
from 1887 until his retirement some years 
ago. He was a former president of the 
New England Manufacturing Jewelers 
and Silversmiths Association. He also 
had served as president of the North 
Attleboro Board of Trade. 


7 7 asi 
Freperick J. Brancarp, 61, head of 


Blancard & Co., pioneer findings con- 
cern, 119 W. 23rd St., New York, which 
was founded by his father, the late 
Christian Blancard in 1876, died May 22, 
after a year’s illness. A son, Frederick 
J. Blancard, Jr., is continuing the busi- 
ness. The deceased was a former direc- 
tor and treasurer of the Jewelry Crafts 
Association. He had been an amateur 
wrestling champion in his youth. His 
widow, Florence, his son, and a daugh- 
ter, Jeanne, survive, as well as several 
brothers and sisters, one of whom is 
Rudolph C. Blancard, who headed the 
firm until his retirement several years 
ago. 

James Buck ey, 54, who formerly con- 
ducted a die and hub cutting business in 
Providence, died suddenly at his home 
in Seekonk, Mass., to which place he 
had moved his business several years ago. 


ApraHam Conen, 78, founder and 
chairman of the board of A. Cohen & 
Sons Corp., large wholesale jewelry house 
at 27 W. 23rd St., New York, died May 
10, at his home, 1819 Andrews Ave., the 
Bronx, from the effects of a stroke suf- 
fered at his office on May 6. Mr. Cohen 
was active in business until he was 
stricken. He conducted a retail busi- 
ness until 1911 when the present firm 
was organized with his three sons, Harry, 
Samuel and Hyman J. Cohen as part- 
ners. Besides his sons and his widow, 
Mrs. Sarah Cohen, he is survived by 
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three daughters, Mrs. William Rosen- 
thal, Mrs. Joseph Selwitz and Mrs. 
Samuel Epstein. Messrs. Selwitz and 
Epstein are members of the wholesale 
firm. Mr. Cohen had many philanthropic 
interests. More than 2,000, includin 
many from the trade, attended the 
funeral conducted at the Hebrew Insti- 
tute, University Heights. Interment was 
at Beth-el Cemetery, Bergen County 
N. J. 

Samvuet Currinoys, 36, Peekskill, 
N. Y., jeweler, died from a heart attack, 
May 6. 

Bennerr G. Davis, 34, partner in the 
firm of Barnett David, diamond import- 
ers, Clark Bldg., Pittsburgh, Pa., died 
suddenly May 14, at his home from a 
heart attack. He worked until the time 
of his death, never realizing that he had 
a bad heart condition. He joined the 
David firm upon his graduation from the 
University of Pittsburgh. His widow 
and two children survive. 

J. Ernest Dopps, 64, secretary-trea- 
surer of Charles W. Warren Co., Detroit 
jewelers, from the time of its founding 
in 1908, died in April after a two-month 
illness. A son survives. 

James M. Futrton, 68, for many years 
leader of the Waltham Watch Co. band, 
and other bands, died recently at his 
home in Belmont, Mass. 

Mixat O. GoopManseEN, 70, who con- 
ducted a specialized watch repair busi- 
ness at 110 Tremont St., Boston, died 
May 4, of a heart attack while driving 
to his home in Lexington, Mass. He was 
born in Norway and worked in watch 
factories and high grade shops in Nor- 
way. 

Epwarp B. Hamuin, for 45 years sec- 
retary-treasurer of J. Briggs & Sons Co. 
until his retirement several years ago, 
died recently at his home in Providence. 

_Cuartes F. Havericn, 58, unemployed 
Denver, Colo., jeweler, died in an 8-story 
fall, May 9. He had been in ill health. 

Marcus J. Herzperc, 60, 3320 W. 
Madison St., Chicago, died suddenly 
May 6. He is survived by his widow, a 
daughter and a son, Emanuel, who is 
also in the jewelry and optical business 
in Chicago. 

Jack Kasten, Lynchburg, Va., jeweler 
died April 28. He had been ill for some 
time. 

Arruur H. Kent, 72, head of the sta- 
tionery department of Tiffany & Co. 
New York, died May 13, after a pro- 
longed illness. Mr. Kent had been with 
Tiffany’s since 1908. His widow and a 
daughter survive. 

Irwin H. Jeviinek, 55, vice-president 
of the Buffalo Jewelry Case Co., Inc., 
Buffalo, N. Y., died May 12, from a heart 
ailment. He was an active clubman. 

Ives L. Laxe, 83, one of the best known 
men in the watch industry, died May 1, 
at his home, 41 W. 96th St., New York, 
after a short illness. Mr. Lake had been 
associated with the Waltham Watch Co. 
for over 40 years. He was at one time 
manager of its Chicago office and later 











DIAMONDS 


Specializing in stones of superior quality. 
Reliable and efficient service. Cutting 
diamonds since I9I1. 

Fred. F. Schwartz 
87 Nassau St. N. Y. C. 
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in charge of the New York office. He was 
a member of the Jewelers’ 24-Karat 
Club, the Maiden Lane Historical So- 
ciety, the Maiden Lane Outing Club, the 
Brotherhood of Traveling Jewelers, the 
Chicago A. C. and the Quinnipec Club 
of New Haven, Conn. After his retire- 
ment some years ago he maintained office 
space in 15 Maiden I ane in order to 
keep in touch with his many friends in 
the trade. His widow survives. 

BensaAMIN J. Martin, 79, jeweler in 
Logansport, Ind., for 52 years until his 
retirement a year ago, died in April after 
a week’s illness. 

Horace McKinney, 63, who for 27 
years represented the C. A. Kiger Co., 
Kansas City, Mo., wholesalers, in Okla- 
homa, Kansas, Colorado and Wyoming, 
died in April at his farm near Jefferson 
City, Mo., where he had gone in an effort 
to regain his health. “Mac” as he was 
known, had a large following in the 
trade. 

James F. McMaster, 53, founder of the 
J. MeMaster Co., Providence manufac- 
turers, died April 25. He was in ill 
health for a year. 

Joserpu L. MeNNeER, Sr., who had been 
secretary of the Samuel Weinhaus Co., 
Pittsburgh wholesalers, for the past 29 
years, died suddenly, May 5, at his home 
in Mt. Lebanon, Pa. He was stricken 


upon reaching home on May 2 after a full 
Menner 


day of work. Mr. did much 


Joseph L. Menner, 
Sr., long-time secre- 
tary of Pittsburgh 
wholesale house, who 
died after brief ill- 


ness. 





buying for the firm and was well known 


to the New York and New England 
trade. Solemn requiem high mass was 


sung for him in St. Bernard’s Church, 
Mt. Lebanon, by a son, Rev. Martin P. 
Menner, O.S.B. He also leaves two 
other sons, Joseph L. Menner, Jr., of the 
Samuel Weinhaus Co. sales department, 
and Raymond G. Menner, Pittsburgh, 
and two daughters, Sister M. Paul 
Joseph, of the Sisters of the Divine 
Providence, and Clara H. Menner, of St. 
Mary's Hospital, Rochester, Minn. 

Henry R. Mester, 76, Atchison, Kan., 
jeweler, died May 13, after a paralytic 
stroke. He was in business for almost 
60 years. 

Crartes D. Morris, 70, president of 
R. Wallace & Sons Mfg. Co., Walling- 
ford, Conn., and grandson of the founder 
of the concern, died April 29, in the 
New Haven, Conn., hospital where he 
Was recuperating from surgical treat- 
ment for a perforated ulcer. Just two 
weeks before his death he returned from 
a six months’ stay in Fort Lauderdale, 
Fla. He was the son of the late Mr. 
and Mrs. Dennis Morris. <A_ brother, 
Frank W. Morris, Meriden, Conn., is his 
only survivor. 

Upon graduation from Yale in 1892 
he entered the Wallace firm. He was 
elected a director in 1904 and at various 
times held the offices of secretary and 
assistant treasurer. Later he became 
vice-president and after the death of 
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Frank A. Wallace, the president, in 1903, 
succeeded to that post in which he con- 
tinued to serve. 

While his business affairs occupied the 
major part of his time he was never too 


Charles D. Morris, 

head of R. Wallace 

& Sons Mfg. Co., who 

died at age of 70. He 

was the grandson of 
the founder. 





busy to take an interest in local civic 
welfare projects. He served as treasurer 
of the local American Legion Armistice 
Ball from the time of its inception. Dur- 
ing the war he was a member of Co. K, 
of the State Guard. He took an active 
interest in the First Baptist Church of 
Wallingford, and was a former trustee 
ef the Wallingford Historical Society. 
Although he never held public office he 
served as district committeeman of the 
Republican party. He was an official of 
two Wallingford banks. His favorite 
diversion was travel. 

PasavaLte Naponi, Fort Lee, N. J., 
jeweler, died recently in a New York 
hospital after an operation. Mr. Napoli, 
born in Italy, started his jewelry busi- 
ness in 1914. In 1925 he took two of 
his four sons, August and Henry, into 
the business as partners in the first of 
his three stores. His widow and two 
other sons survive. 

A. H. Ossorn, Fayetteville, Ark., died 
May 3, at the home of his son, Lynn Os- 
born, in Muskogee, Okla. 

Siwnrty RoruscnHi.p, eastern represen- 
tative for the past 18 years for Harry 
C. Schick, Inc., Newark, N. J., died sud- 
denly, May 11. His widow and two 
daughters survive. 

Mrs. Haze Scuuman, for 25 years 
with Herbert Robbins, Natick, Mass.. 
jeweler, died early last month at her 
home from burns, after her clothes 
caught fire while she was cooking. 

Morris Suerr, 53, manager of the 
Bristol Seamless Ring Co., New York. 
died May 19. He was with the firm 12 
vears. He was a member of the Work- 
man’s Circle. His widow survives. 

Joun A. Simon, 76, retired jeweler of 
Memphis, Tenn., died May 16. 

Worr Sussman, 70, Indianapolis jew- 
eler and pawnbroker, who had been in 
impaired health for eight years, died 
May 12, at his home. Born in Ausfria 
he was a resident of Indianapolis for 55 
years and operated his store at 238 W. 


Washington St. for 40 vears. He was 
a member of a number of Jewish or- 


ganizations. 

Ezra I. ‘Tuomas, 76, 
Mass., jeweler, died May 4. 

Ciartes P. Warp, 81, jeweler and 
optician at Yonkers, N. Y., for 54 years 
until his retirement in 1929, died April 
-9, after a long illness. The business 
which was started in 1875 has been con- 
tinued by his son, Charles C. Ward. He 
had once been very active in civic affairs. 

Epwarp A. WiLiemin, 54, manufactur- 
ing jeweler of Providence for 25 years, 
died suddenly May 16. He was a mem- 
ber of the Metal Findings Association. 
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EACH PIECE A WORK OF ART 
G. WENZ 
48 West 48th St. New York City 
Antique Rings, Bracelets, Clip and 


Flower Broaches 
Enamel Work a Specialty 














SWISS AND AMERICAN 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR CATALOG C 


DEAN COMPANY 


S7T NASSAU ST., NEW YORK, N. Y. 











« 
EXPERT HAIRSPRING VIBRATING 


Of all Precision, Normal, Abnormal, 
Flat, Breguet and non-magnetic Hair- 
springs 24 Hour Service 





A trial order will convince you of our 


Quality work. 
UPTOWN HAIRSPRING SERVICE 
10 W. 47th St. New York, N. Y. 





FRANK KAUFFMANN 
1485 Third Ave., New York, N. Y. 


IMPORTER 


of world-famous hand-carved 


CUCKO0-CLOCKS 


AND ALL PARTS 
Ask for our latest revised 
price list. 








and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings 


WM. HERTEL & CO., Inc. 
Silversmiths & Platers 
17 W. 45th St. 
New York City 


“Over 20 years at the 
same address” 





(Before) 
( After) 




















ELGIN & BELMAR 
—_W ATCHES ———_ 
LOUIS SICKLES 


1015 Chestnut St., Philadelphia. Pa. 
‘HWholtesate Distributorstothe Trade” 









Manulacturer of Distinctive Diamond 


Mountings and Wedding Rings 
805 Sansom Street « Philadelphia 


BYARD F. BROGAN 








BOWMAN 


+] Technical School 
Courses for Success for 
Watchmakers 








)} Write for free book ‘“‘Your 
Future and Our School” 


Bowman Blidg., Lancaster, Pa. 








Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


5) ,Broad and Somerset Streets 
® PHILADELPHIA, PA. 

















EMPIRE 


SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


COLD—SILVER— PLATINUM 
713 SANSOM ST. 


PHILADELPHIA 








ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 


From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 


729 Sansom St., Philadelphia 
(Satisfactory service for 46 years) 








Fd IRNKI OF LTON 


HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 


F. X. ZIRNKILTON 2!4,,!274.8 


T.. 
PHILADELPHIA 








SAVE ON 
Swiss and American 


GENUINE WATCH MATERIALS 


LOWEST PRICES & 
PROMPT SERVICE 


WRITE FOR CATALOG 
CENTRAL page ~~ & 
SUPPLY CO., 


134 S. 8th ey Philadelphio, Pa. 
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q Sol Sickles, of M. Sickles & Sons, and 
Mrs. Sickles returned in May after a 
vacation in Florida that began Jan- 
uary 2. 
q Roy S. Humbert, of Alfred Humbert 
& Son, 117 S. 10th St., was expected to 
return, June 1, from a six-month visit 
in Florida. 

q Louis Neff, of 742 Sansom St., last 
month announced his engagement to Miss 
Ethel Hoffman, of Oak Lane. The wed- 
ding will be held in the fall. 

q Frank Hurlburt, of H. O. Hurlburt 
& Sons, 817 Chestnut St., and Mrs. Hurl- 
burt, spent a week’s vacation in Atlan- 
tic City in May. David Goldstein, of 
the Hurlburt firm, was ill last month. 
q Philadelphia importers last month re- 
ported that the war has interrupted ship- 
ments of Swiss watches to this country. 
Watches consigned to at least one Phila- 
delphia house were taken off the Italian 


Liner Rex at Gibraltar by the British, 


it was learned. 
q Mrs. Florence Leven, wife of a prom- 
inent Sansom Street silver dealer, was 
the only player to win all five of her 
matches in the women’s Philadelphia 
Inter-club golf meet held in May. Mrs. 
Leven played for the Ashbourne Coun- 
try Club. 
q Carl J. Klaus has been appointed man- 
ager of the Philadelphia sales district 
of the Shaver division of Remington 
Rand. Extensive cooperative newspaper 
advertising is being arranged in this dis- 
trict for the new Remington Dual 90- 
Second Shaver. 
q Morton Sickles, of M. Sickles & Sons, 
904 Chestnut St., and Mrs. Sickles; Mer- 
ritt Hurlburt, of H. O. Hurlburt & Sons, 
817 Chestnut St., and Alex Lopatin, of 
738 Sansom St., were among Philadel- 
phia jewelers who attended the Tri- 
State Jewelers’ Convention in Washing- 
ton, beginning May 5. 
q David Holmes, of the diamond depart- 
ment of S. Kind & Sons, has offered a 
prize to the winner of the scheduled 
clash, June 10, between softball teams 
representing Kind’s and Bailey, Banks & 
Biddle Co. in a regulation Central City 
Industrial League game. Both stores 
have lost two league games and will 
face each other on even terms. 
q Invalidation by the Pennsylvania Su- 
preme Court of the State Fair Sales 
Act, prohibiting the selling of goods be- 
low wholesale or retail cost, on May 13, 
was not expected to have much effect on 
Pennsylvania jewelers. Philadelphia 
jewelers pointed out that prices on much 
standard jewelry store merchandise are 
protected by the State Fair Trade Act. 
q “Old time” members of the staff of 
Bailey, Banks & Biddle Co. held their 
annual shad dinner, May 17, at the 
Mohican-on-the-Delaware club. Eighteen 
persons were present. E. C. McDowell, 
“guiding spirit” in promoting the event, 
again was in charge of arrangements 
and the sports and social program was 
featured by a quoits contest between 
Walt Rice and Clarence Smith for the 
championship of the store. 
q Mr. and Mrs. Oscar Kind, Jr., and 
Mr. and Mrs. Philip Kind returned May 
5 after a business and pleasure trip 
— New England. Samuel Kind, of 
. Kind & Sons, left May 22 for a trip 
to Newfoundland to explore gem fields. 
Thomas Dougherty, of the repair depart- 
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ment of the Kind firm, was married 
April 27 to Miss Bertha Burger. James 
Remy, a the repair department, an- 
nounced his engagement May 8 to Miss 
Veronica Fox. 


Lashof President « of Phillie 
Jewelers Group for Third Term 


PuHILapELPHIA—Approximately 250 
members and guests attended the 28th 
annual banquet of the Sansom Street 
Business Men’s Association, held May 
14, in the grand ballroom of the Ritz- 
Carlton. Speakers were Dr. Francis 
Cooke, president of the Chestnut Street 
Business Men’s Association, Congressman 
Francis J. Myers, who made the prin- 
cipal address; Jacob Gomborrow, Phil- 
adelphia detective sergeant, and Joseph 
B. Bechtel, who, at 75, is the oldest 
member. Charles F. Diesinger was the 
toastmaster. The honored guests were 
Michael Ballen, John M. J. Costello, 
Harry Gordon, Arthur Hagstoz, and Mr, 
Diesinger, all past presidents. 

At the annual business meeting which 
preceded the dinner, Samuel Lashof was 
reelected to serve his third successive 
term. William J. Pickens, of George 
Mayer & Co., was elected vice-president; 
Mr. Bechtel, of Joseph B. Bechtel & 
Co., was reelected treasurer, and Irwin 
Margolis, reelected secretary. New direc- 
tors named were Bertram Kern, of the 
Holmes Electric Protective Co., M. Ros- 
nov, Samuel Z. Korff and Howard J. 
Claus. 

Members of the banquet committee 
included: Josef S. Milner, Isaac Shifren, 
Mr. Costello, Samuel Cohan, Harry Gor- 
don, David Jacoby, Frank Himelfarb, 
Robert Shifren, Mr. Lashof, Alex Lo- 
patin, Michael Orloff, Harry Leibowitz, 
Mr. Margolis and Mr. Pickens. 





Catalogers Agree Not to Cut 
Prices on Bulova Watches; 


Sub-jobbers' Supplies Halted 


PuivapeLtpHia -— The Philadelphia 
R.J.A. last month claimed striking vic- 
tories in its war on catalog house and 
sub-jobber competition. 

Three days before a court hearing in 
which a permanent injunction was to 
be sought, Waldron & Co., a local cata- 
log firm against which the association 
had obtained a temporary injunction in 
December, took a consent decree making 
the temporary writ permanent, an- 
nounced Ralph Huberman, association 
president. 

The temporary injunction had _ been 
granted to restrain the Waldron firm 
from selling Bulova watches at below 
standard prices and the action had been 
based on charges the company was vio- 
lating the Pennsylvania Fair Trade Act, 
passed in 1935. 

Huberman said that the Bulova Watch 
Co. at the same time discontinued sell- 
ing to a large Philadelphia sub-jobber 
on representations by the association 
that the firm was engaging in unfair 
retail competition. He added that an- 
other sub-jobber had met the same fate 
in regards to Elgin watches because of 
the association’s activities. Other manu- 
facturing companies have promised ac- 
tion against violators, Huberman said. 
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4 Joseph Whitaker, of Whitaker-Field- 
visited with a son who is vice- 


in Co., A 
B for two weeks in the 


consul at Havana, 
early part of May. 
The N.E. Manufacturing Jewelers & 
Silversmiths Association was among a 
group of agencies co-operating in the 
Rhode Island State Safety Conference 
held at the Narragansett Hotel May 24. 
Makers of jewelry boxes and cases 
were prominently represented at the 
Rhode Island Packaging Show held in 
the Rhode Island School of Design dur- 
ing the first week in May. The Gorham 
Manufacturing Co. also had a_ booth, 
showing the packaging of some of its 
tableware and other silver items. 
q Joseph P. Whitaker, of Whitaker- 
Fielding Co., has been elected president 
of the Metal Findings Manufacturers 
Association, to succeed William G. Lind. 
w. A. H. Wells, Wells Findings Co., 
was elected vice-president and Arthur 
E. Leach, Leach & Anthony, is treasurer. 
William G. Lind, Jr., son of the retiring 
president, becomes secretary. 
q Alfred Laprey, Pawtucket jeweler, 
was held in his shop at 46 Sumner St. 
May 9 by two armed bandits. Mr. La- 
prey, in addition to losing the sum of 
$145 which he had in his pockets, was 
forced to stand while the robbers cut 
two diamond rings from his fingers with 
pliers. One of the rings was not stolen 
but the one which was taken was valued 
at $300. 
q Miss Helen Ostby, sister of Harold 
W. Ostby, head of Ostby & Barton Co., 
was in Belgium when the German in- 
vasion of that country started. Members 
of her family had last heard from her 
more than two months ago. Miss Ostby, 
who has resided in Brussels for the past 
six years, made her last trip to this 
country four or five years ago. She 
had given the family no indication that 
she would leave Belgium, regardless of 
whether that country became involved in 
war. 
q E. E. Baker, of W. R. Cobb Co., has 
been named a member of a committee 
of the Providence Chapter, American 
Red Cross, to organize classes in first 
aid among manufacturing groups in this 
area. Mr. Baker has expressed the hope 
that jewelry manufacturers in the Provi- 
dence-Attleboro district will immedi- 
ately sponsor a group similar to that 
recently organized by the findings 
manufacturers here and has asked that 
manufacturers contact him as soon as 
possible. 
q The most important problem of sales 
management is to develop plans along 
a scientific basis in order to bring that 
phase of industry into line with progress 
made in the production end of business, 
Edmund C. Mayo, president and general 
manager of the Gorham Manufacturing 
Co., told over 100 members and guests 
of the Sales Managers Club of the Provi- 
dence Chamber of Commerce. Pointing 
out that during the year 1929 the cost 
of selling and distributing consumer 
goods far exceeded the production costs, 
Mr. Mayo said that it behooves manage- 
ment to study and correct the situation 
in view of the fact that the various 
consumer organizations are looking into 
the matter of costs and that their find- 
ings might prove unfavorable to man- 
agement. 
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Production Costs to Rise 


q The N. E. Manufacturing Jewelers & 
Silversmiths Association in its monthly 
bulletin to members points out that there 
are three major factors which are bound 
to have a bearing on production costs for 
Fall lines. 

First, is the fact that the jewelry in- 
dustry is to have an industry committee 
under the Wage and Hour Act. It will 
be the duty of this committee to fix a 
minimum wage for the industry between 
30 and 40 cents per hour. The commit- 
tee will be representative of labor, the 
public and the employer. Two individuals 
are to be named to represent the em- 
ployers on the industry committee and 
President Willard Ormsby has named 
two committees to select those persons. 

The first committee, which will select 
a representative for the low-priced jew- 
elry makers, consists of Benjamin Brier, 
Brier Mfg. Co.; John S. Moran, George 
F. Berkander Co.; Alvin Rice, N. E. 
Glass Works; Archibald Silverman, Sil- 


verman Bros. and Charles J. Simeon of | 


Ostby & Barton Co. 

A representative for the makers of 
the better grades of medium priced jew- 
elry will be selected by J. Carleton Bag- 
nall, Swank Products, Inc.; Edgar E. 
Baker, W. R. Cobb Co.; 
Rioux, Bliss Bros. Co.; D. H. Hickman, 
Evans Case Co. and W. Irving Wolf, 
R. I. Jewelry Co. 

The second factor in the jewelry mak- 
ers’ outlook, says the bulletin, is the 
change from 42 to 40 hours in the regu- 
lar work week, scheduled to take effect 
on Oct. 24, and the third factor is the 
increasingly acute situation in the imita- 


Joseph F. | 








tion stone industry as a result of the | 


European war. The association notes a 
shortage in some types of stones and a 
tendency toward rising prices. 





Design Piracy Curb Sought 


q Design piracy has come in for renewed 
discussion in the jewelry industry with 
ways and means being sought to elimi- 
nate the copying of original designs 
which, under the NRA code for the in- 
dustry, was branded an “unfair trade 
practice.” 

At two recent meetings of the Jewelry 
Findings Manufacturers Association, in 
Providence, considerable discussion cen- 
tered around this topic and a committee 
was named to look further into the mat- 
ter of what can be done to eliminate or 
curb the practice. 

A design, like any mechanical inven- 
tion, can be patented in Washington, but 
the procedure involves the expenditure 
of much time in addition to legal and 
other fees. There is also the element of 
delay which is encountered in the patent- 
ing process. 

The current discussion recalls the sys- 
tem placed into operation under the 
NRA which found favor with many lo- 
cal jewelry manufacturers. Under NRA 
a regional group was established to in- 
clude all sections of the jewelry manu- 
facturing industry in the country but 
the N. E. Manufacturing Jewelers & 
Silversmiths Association was the main 
force in the setting up and operation of 
the code. 
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“SUPER-SERVICE” 
ROLLING MILLS 


ae 


reduce production costs to meet 
present day competition. 

We manufacture a complete 
line for hand, belt or electric 
motor drive. 


WRITE FOR 
FOLDERS 


Buffalo Machine 
Manufacturing Co. 


1354 West Avenue 
Buffalo, New York 
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NCHESTER 

SILVER COMPANY 

Providence Rhode Island 















REED & BARTON 


SILVER POLISH 
Approved by Good Housekeeping 


A superior. polish—made by silver- 


smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 








GOLD on SILVER PLATING 


Hollowware ° flat silver 
Removing of Engravings 
A FINER GRADE OF WORK WITH MODERN METHODS 
SYRACUSE SILVER COMPANY 
Silversmiths & Platers 


107 N. FRANKLIN ST. SYRACUSE, N. Y. 
All Mail Answered Same Day 








Cent 


250 Sterling Charms in Illustrated Catalog on request 
WELL 


S MFG. CO., ATTLEBORO, MASS. 








A Short Course in Engraving for 
Jewelers 
By WM. KASSEL 
Price 50¢ 


The Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 239 W. 39th St. 
Philadelphia, Pa. New York, N.Y. 
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Do 
Wedding Bells 
echo in your 
Cash Register? 


PRINCESS 
Diamond IRings 


for the June Bride 


From $25-$200 Retail 
VALUE—QUALITY—STYLING 








21 WEST 
BALTIMORE ST. 
BALTIMORE, MD. 
“AN INSTITUTION 
of DEPENDABILITY”’ 


ESTABLISHED 1885 














‘ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e JEWELRY e@ 

5 HOPKINS PLACE, BALTIMORE, MD. 








#7. G. Schult; Company 


—BETTER STERLING HOLLOWWARE— 
TRADE 


423 E. Lombard St. Baltimore, Md. 








Jewelry Repairers’ Handbook 
by J. G. Keplinger 
Price $1.25 — Postage Paid 
The Jewelers’ Circular-Keystone 


Chestnut & 5éth Sts. 239 West 39th St. 
Philadelphia, Pa. New York City 











q James H. Levi, of Leon Levi, 316 W. 
lexington St., Baltimore, is back on the 
job after undergoing an operation. He 
is fully restored to health and strength. 
q William G. Frasier, Jr., a jeweler of 
Durham, N. C., was married recently to 
Miss Margaret Bland, of the same city. 
Mr. and Mrs. Frasier afterward went 
on a trip. 

q Smashing of jewelry store windows 
developed in something of an epidemic 
in Richmond, Va., several weeks ago, 
when Bam’s, R. A. Burton’s & Co.'s, and 
Sidney Trott suffered losses. 

q Alvin Baum, of Bam’s jewelry store 
in Richmond, accompanied by Mrs. 
Baum, were among the visitors attracted 
to Baltimore by the opening of the 
Spring racing season at Pimlico. 

q The Duval Jewelry Employees’ Asso- 
ciation held its annual Spring dance, on 
April 20, at the Hotel Roosevelt, Jack- 
sonville, Fla. C. D. Smith, president, 
had: charge of the arrangements. 

q Two Valdosta, Ga., police, hearing a 
window crash on the morning of May 9, 
rushed around the block to meet the 
negro window-smasher who had _ taken 
14 watches valued at more than $400 
from Thompson & Girardin’s store. 

q Ronald Roberts, salesman for Hamil- 
ton’s, Columbia, S. C., reported that a 
sample case containing $1500 worth of 
jewelry was stolen from his parked auto- 
mobile while he was showing a ring to 
a prospective customer. 

q ‘wo men have been arrested in Jack- 
sonville, Fla., charged with the robbery 
of the Schneer Jewelry Co., Atlanta. 
They are said to have confessed to hav- 
ing pawned some merchandise taken in 
Knoxville, before going to Florida. 

4. V. T. Vogler & Son, Winston-Salem, 
N. C., jewelers, last month, observed 
their 75th anniversary under the present 
name and lineal descendant ownership. 
H. Harold Vogler, present owner, is the 
third of his line to operate the business 
which is more than a century old, having 
been started shortly after the beginning 
of the 19th century by a John Vogler. 
4 Jay G. Engel, president of J. Engel & 
Co., Inc., wholesalers at Hopkins Place 
and Baltimore St., Baltimore, has so far 
recovered from injuries suffered when 
his automobile was struck by a truck on 
Nov. 18 of last year south of Fredericks- 
burg, Va., as to be able to put in several 
hours a day at his office. At the time 
of the accident it was feared that he 
might not survive, and his comeback is 
regarded as very remarkable. 


To Organize in Birmingham 


q All the jewelers in Birmingham, Bes- 
semer and Ensley, Ala., with the excep- 
tion of one who was sick, attended a 
dinner meeting, in Birmingham recently, 
called for the purpose of organizing a 
strong state association. It was the con- 
census of opinion that an active Birming- 
ham group should first be organized. 
There was a difference of opinion on the 
matter so a committee composed of Rob- 
ert H. Bromberg, chairman, Pat Linne- 
han, Aaron Ash, Abe Tennenbaum and 
F. W. Anderson was appointed to study 
the matter and then call another meet- 
ing. The guest of honor was William 
D. MeNeil, past president of ANRJA. 
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Georgia Retailers to Engage 
Executive Secretary; Seek 
Second-hand Watch Legislation 


Ar.an'ra, Ga.—Provision for the ap- 
pointment of an executive secretary, and 
a resolution urging the passage of q 
second-hand watch law highlighted the 
Georgia R.J.A. convention, April 5 
and 26. 

Claude S. Bennett, of the Atlanta 
jewelery store bearing his name, wag 
named president, R. C. Quinlan, of Wil- 
liams Cook Jewelry Co., Macon, vice- 
president, and E. A. Morgan, of E. A, 
Morgan Jewelry Co., Atlanta, secretary- 
treasurer. Valdosta, Ga., was selected 
as next year’s meeting place. 

R. C. Schneider, of Schneider & Son, 
Atlanta, was elected honorary life presi- 
dent. Probably no man in the state has 
devoted more interest, work and money 
to the advancement of the trade in Geor- 
gia, than Mr. Schneider. A member of 
the association since its inception in 
1920, Mr. Schneider has been president 
twice, and served several times as secre- 
tary and vice-president. His son, Rudy 
L. Schneider, is also a former president. 
Because of failing health he missed the 
sessions for the first time in 20 years 
and couldn’t be present to acknowledge 
the honor. 

William D. McNeil, New York, past 
president of ANRJA, attended, told the 
accomplishments of the Jewelry Industry 
Publicity Board, of which he is execu- 
tive secretary. He stated that material 
supplied by the Board for publication 
last year in magazines with a readership 
of 40,000,000, accounted in good measure 
for the 11 per cent increase in the retail 
jewelry business last year. 

A. S. Perry, merchandising counsellor, 
of Atlanta, declared it is not enough for 
i jeweler to cooperate with his local com- 
petitors, but must also refrain from 
running sale advertising at a time which 
he should be cooperating with the whole 
trade in stressing the romance of jewel- 
ry. “Romance, glamor and beauty,” he 
said, “are really all that the jeweler has 
to sell.” 





HELPING UNCLE SAMMY 


Maj. Oliver S$. Olson, checking up on a few last 
minute details at the Infantry School, Ft. Benning, 
Ga., where he is the senior officer and battalion 
commander of the National Guard and Reserve 
Officers’ Class. It is the largest class in the 
history of the Infantry School, 400 officers at- 
tending from every state in the union as well 
as the Islands. Major Olson's home is at Wood- 
burn, Ore., where he operates a jewelry store. 
He is also the commanding officer of the First 
Battalion, !8éth Inf., O.N.G. 
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New officers of the Virginia R.J.A., seated, left 
to right, C. F. Lauterbach, Petersburg, 2nd vice- 
president; Harry A. George, Jr., Charlottesville, 
president; H. N. Cloutier, Waynesboro, executive 
committeeman; standing, John Kohler, Richmond, 
Ist vice-president; M. Harrison, Roanoke, execu- 
tive committeeman, and Frank L. Moose, secre- 
tary-treasurer. 
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andthe SOUTH | 








North Carolina R.J.A. officers: Seated, James M. 
Fox, Rocky Mount, president; Ernest Neiman, Ra- 
leigh, executive committeeman; W. D. McNeil, 
executive secretary, Jewelry Industry Publicity 
Board; G. D. Bruns, Charlotte, Ist vice-president; 
“1, G, Frasier, Jr., Durham, secretary-treasurer; 
C. F. Neese, Burlington, and Frank C. Selig, 
Elizabeth City, executive committeemen 


Virginia, North Carolina Jewelers Meet Jointly 


Roanokr, Va.—The Virginia and 
North Carolina R.J.A.’s, meeting jointly, 
here, April 21 to 23, had a combined at- 
tendance of about 260. 

In resolutions adopted by each group 
they endorsed the plan of the Jewelry 
Industry Publicity Board; commended 
the “energetic and constructive work of 
the ANRJA Wholesale-Retailing com- 
mittee” and urged “continuous vigorous 
prosecution of offending cases”; asked 
full cooperation with Better Business 
Bureaus and the Jewelers Vigilance 
Committee to further eliminate fraudu- 
lent types of distribution and advertis- 
ing; commended the U. S. Chamber of 
Commerce and the National Retail 
Furniture Association for having taken 
up the battle against unfair competitive 
methods and wholesale-retailing. 

President Harry A. George, of the 
Virginia R.J.A., urged that the bill to 
regulate the sale of second-hand watches, 
defeated at the last session of the legis- 
lature, be again presented in 1942, and 
have the 100 per cent support of the 
association. ‘This association also voted 
commendation to those manufacturers 
who are discouraging the production of 
new sterling flatware patterns. Another 
resolution asked that sterling manufac- 
turers provide for a more adequate 
mark-up. 

Mr. George was reelected president of 
his group; C. A. Bowen was named first 
vice-president; C. F. Lauterbach, Peters- 
burg, second vice-president, and Frank 
L. Moose, Roanoke, secretary-treasurer. 

The North Carolina group elected the 
following slate: James N. Fox, Rocky 
Mount, president; G. D. Bruns, Char- 
lotte, first vice-president; M. Z. Perkin- 
son, High Point, second vice-president ; 
N. D. Foxman, Kinston, third vice- 
president; and William G. Frasier, Jr., 
Durham, secretary-treasurer. 

It was decided to meet jointly next 
year at Greensboro, N. C. 

Paul Donelan, advertising manager of 
the Gorham Co., drove home some fine 
points on advertising in a challenging 
address, “Ads that make the eye buy 
are the sort to strive for,” he said. “Ads 
should have a local home-town look. Park 
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Avenue talk is fine in front of the Wal- 
dorf, but that kind of language does not 
go in the home town paper. . . . Sponsors 
are indispensable in society and in busi- 
ness. No printed ad can do for you 
what ten top-notch families can do over 
the teacups.” Mr. Donelan urged that 
copy be slanted to youth. 

Cyril S. Hartman, of Reed & Barton, 
silversmiths, showed slides and a lengthy 
motion reel in technicolor, which de- 
picted the fascinating story of silver- 
smithing from about 1500 B.C. to today. 

Speaking on the subject of “Merchan- 
dising Men's Jewelry,” Paul Monohon, 
Krementz & Co., stated that while it 
may be true that 80 per cent of jewelry 
is bought by ladies, it is equally true that 
men are back of practically every one 
of those purchases, with their purses 
and with advice in consultation. “How- 
ever,” said he, “there is a difference in 
the appeal to the sexes, women being 
style conscious, while men are value con- 
scious.” 

A. S. Perry, merchandising counsellor 
of Atlanta, Ga., in a talk on merchandis- 
ing, launched upon a series of criticisms, 
which he labeled as friendly endeavors 
toward constructive help, among which 
were: “Every jeweler, upon his own 
authority, knows it all”; “in arranging 
window displays and in planning ad lay- 
outs, he lacks imagination and fails to 
reason the why of things”; “he returns 
repaired goods in the same crumpled, 
soiled envelope in which they were placed 
when the customer left them at the re- 
pair desk”; “he continues to do things 
like his granddad did instead of keeping 
up with the procession of progress”; 
“he greets customers in either a high-hat 
manner of aloofness, or after a ‘borax’ 
store manner.” Mr. Perry advised on 
the latest developments in lighting and 
window display. 

William D. McNeil, New York, showed 
actual examples taken from scores of 
national and local publications to show 
how the campaign of the Jewelry Indus- 
try Publicity Board is creating a “buy 
more jewelry” impulse. 
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Can you spare 3c for an 


Easton Watch? 


ASTON need no sales 
talk. They’ll sell themselves to 
you, the minute you see them. In 
beauty, in accuracy, in dependable 


; quality, in value and in added 
profits to you. Easton watches 

: are outstanding. Convince 

. yourself. Invest a $¢ 


stamp to write for 


YS > samples. 
y 


watches 






RETAIL PRICES 
START AT 


$ a Write for 
an illustrated 
Easton catalog 


Easton watches imported and sold exclusively by— 


US JEWELRY GO 


Baltimore & Liberty Sts., Baltimore, Maryland 















$ CASH $ 


WE pay highest cash prices for all 
kinds of solid silver, flat and hollow 
ware, new and used, active and 
obsolete. 

@ Send us your trade-ins and odds 
and ends which you wish to close 
out and you will be agreeably sur- 
prised. Check mailed same day 
shipment is received and silver held 
intact awaiting your decision. @ In 
case shipment is returned, we insure 
it and pay transportation charges. 
@ No shipment too large or too 
small for our prompt attention. 


JULIUS GOODMAN & SON 


43 South Main Street 
Memphis, Tennessee 
Reference: First National Bank, Memphis. 


We cooperate with jewelers wishing obso- 
lete and inactive patterns. 








A COMPLETE 
SUPPLY SERVICE 


Patronize the house that gives 
you the best service. Send your 
mail orders where they will be 
most accurately filled. Try us. 








“The price is the same— 
The service is better.” 


FISHER’S SUPPLY HOUSE 


411 First St. Roanoke, Va. 
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SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 











DIAMOND CUTTING 


Re-Cutting Price, Net—Special 
Ye and '/4 Carat $5 5 and 3%, Carat $9 


3% and '/2 Carat 7 Ort am?) 
Removing Chips $1.50 to $3.00 


TO) ai ta @) mB) Pai 1@)» |B) 
Send for a Selection 


STEIN & ELLBOGEN COMPANY 


55 East Washington Street, Chicago, Illinois 
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If you want a Complete Catalog of 


® FULLERS FINDINGS 


to assist and enable you to 
ORDER FROM YOUR JOBBER 


Write Geo. H. Fuller & Son Co. 
29 E. Madison St., Chicago, Ill. 








4614YJ—I4K. Yel. 


J 46142YJ—I4K. Yel. 
4615PJ—10% Ir. Plat. Net $18.00 
e . 4615'/2PS—10% Ir. Plat. 
1/5 to 5/8 Ct. Net $24.50 
LET US MOUNT YOUR D!AMOND 
In this beautiful Mtg. 
DIAMOND SETTING 
SPECIAL ORDER AND JEWELRY REPAIRING 
WEDDING RINGS AND MOUNTINGS 
Send for our latest catalog 





























QUAST & OLSEN 
© JEWELERS’ FINDINGS ©) 
CUPS — SPORT BALLS 
CATALOGS SENT ON REQUEST 


5 So. Wabash Ave., Chicago, ill. 
JEWELRY BOXES 
COMPLETE LINES FOR THE 
F. H. NOBLE & COMPANY 


TROPHIES — MEDALS 
JEWELRY TRADE 
535-559 W. 59th St., Chicago 
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| q Emil Noel, 29 E. Madison St., is spend- 
ing two weeks at Aiken, Minn., on his 
annual fishing trip to Millilac Lake. 

q Mr. and Mrs. Arthur Ganz, parents 
of Alfred Ganz, representative of the 
Parker Watch Co., recently celebrated 
their 55th wedding anniversary at the 
home of Alfred, 4616 Magnolia St. 

q Last month the Clinton Watch Co., 
Chicago, inaugurated a test campaign of 
radio advertising announcements about 
its watches, expecting to expand the 
number of stations before the Fall sea- 
son. 

q Jack Posner, Santa Monica, Cal., spent 
several days with friends in the trade 
in Chicago, last month, enroute East on 
a business and pleasure trip. He will 
visit friends and relatives in New York 
City and Troy, N. Y. 

q The Metropolitan Chicago chapter of 
the American Gem Society held _ its 
monthly meeting, May 13, at which ques- 
tions from member’s assignments were 


discussed. Study of American lapis 
was also discussed. There will be no 
meetings during the summer. The 


monthly meetings of the future will be 
on the evening of the third Monday of 
each month instead of the second Mon- 
day, beginning next September. 

q The Golden Roosters of Chicago will 
ho'd their 1940 summer outing on June 
27, at Bon Air Country Club, where the 
| successful 1939 events took place. There 
| will be golf, baseball, swimming and 
many contest events as well as luncheon, 
dinner and entertainment. Charley Bur- 
ley and his membership committee prom- 
ise a goodly supply of “eggs” for the 
occasion and the “wrecking crew” under 
the leadership of W. H. McGrewy will 
provide plenty of stunts for these “eggs.” 
q Membership in the Jeweler’s Half 
Century Club of Chicago grows apace. 
One of the recent enrollments is Ed 
Kirchberg, well known and popular State 
Street jeweler, who says he was born in 
the jewelry business on June 27, 1873, 
but was about 12 years old before his 
father, Edward Kirchberg, Sr., put him 
to work in their store on W. Madison 
St. The present Kirchberg store has 
been located in the 100 block of N. State 
St. for more than 43 years and for many 





| years Mr. Kirchberg has been active in 


the State Street Business Men’s Associa- 
| tion. 
q Leland C. Fay and Mary C. Sheehan, 
whose. engagement was announced last 
December, were married at the St. Vin- 
cent church in Kansas City, Saturday, 
May 18, attended by his brother, Nor- 
man, and the bride’s sister, Miss Dorothy 
Sheehan. After a reception at the home 
of the bride’s parents, Mr. and Mrs. 
Charles W. Sheehan in Kansas City, the 
couple left by airplane for an extended 
trip to California, after which they will 
be at home in Round Lake, Ill. Mr. Fay, 
credit manager and associated with 
Benj. Allen & Co. for nearly 14 years, is 
one of the most popular young men in 
the jewelry trade of Chicago and ranks 
| “tops” as a credit manager. He has 
| always been active in social and organ- 

ivation work in the trade, a leader among 

the Golden Roosters of Chicago and one 

of the active promoters of the Chicago 
| Jewelers Soft Ball League. 

q The Chicago Horological Guild held 





| its monthly meeting in room 529 of the 
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Pittsfield Bldg., May 17, with an yp. 
usually large attendance. At this meet. 
ing William Samelius, head of the Elgin 
Watchmakers College, gave the first of 
a series of lectures on “Theory and Prac. 
tice in Horology,” the subject discussed 
being the designing of trains and estj- 
mating the radius of a wheel and the 
proper cutting of teeth. Other features 
will be discussed at future meetings, the 
course being comparable to higher 
courses in the school. President R. G, 
Selke appointed a committee to be in 
charge of clinic work done by members, 
Watches will be damaged in various ways 
and given to members for repair and 
prizes are offered for the best work done, 
It was also decided to accept as associate 
members proprietors and salespeople of 
the stores, giving them an opportunity 
to attend meetings and learn more about 
the watchmaker’s work. 

q Charles Kolb & Co., 7 W. Madison St., 
held open house on May 17. ‘This date 
was the 50th anniversary of this well 
known wholesale house, owned and oper- 
ated tnroughout the period by Charles 
Kolb, who graciously received congratu- 
lations from hundreds of friends in his 
store which resembled a floral shop more 
than a wholesale jewelry store. In all 
these years the business has been in only 
two locations and both of these in the 
same block. Mr. Kolb opened his busi- 
ness in 1890 near the corner of Madison 
and Dearborn Sts., where the Boston 
Store is now located. In 1905 it was 
moved to its present location. 

This store is unique in one feature and 
is known to retailers and wholesalers 
throughout the country for its stock of 
14K gold hunting watch cases in 0, 12, 
16 and 18 sizes, all heavy, hand engraved 
with applied ornaments, and the stock of 
14K, 18K and 22K heavy gold watch 
chains. This is said to be the only stock 
of its kind in the country and the firm 
receives orders from every state in the 
Union. Mr. Kolb also has a complete 
stock of yellow gold tiffany ring mount- 
ings from which brides of the 90’s can 
duplicate the mounting of their engage- 
ment rings. “Just a hobby,” Mr. Kolb 
says, “and I never needed the money 
the gold would bring.” 








SEMINOLE, Oxia.—Sam Rigsby, who is 
treasurer of the Canadian Valley Watch- 
makers’ Association, and operates Rigs- 
by’s jewelry store here, also specializes in 
commercial photography, kodak finishing, 
portraits, tinting, and oil finishing. 





Your JOBBER HAs 


NEWALL 
“Quality Findings’ 


The Newall Mfg. Co. - Chicago 














WaTCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 
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PROMISE TO DO EVEN BETTER 





R. S. Hulbert 


Myron J. Kelly 


On their record for the past year and 
with promises of bigger and better ban- 
quets, bigger and better golf prizes, big- 
ger and better luncheons, and a balanced 
budget report by Treasurer R. Schell 
Hulbert, the officers of the Chicago 
Jewelers Association were unanimously 
re-elected at the monthly luncheon held 
at the Sherman Hotel on May 16. The 
officers are: President, Myron J. Kelly, 
Rogers, Lunt & Bowlen Co.; vice-presi- 
dent, George Englehard, National Jew- 
eler; treasurer, R. Schell Hulbert, 
Oneida, Ltd. Directors elected to serve 
two years are Webb C. Ball, II, The 
Ball Co.; Albert Kolker, J. Milhening, 
Inc.; Otto Liberman, Stein & Ellbogen 
Co., and ‘Thomas G. McMahon, Thomas 
J. Dee & Co. 

About 75 were present and after Presi- 
dent Keliy’s expression of appreciation 
for the renewed trust placed in the of- 
ficers, and Chairman Mead Montgomery, 
M. A. Mead & Co., announced that the 
annual golf outing would be held on 
June 12 at Idlewild Golf Club, those 
present listened to a very illuminating 
and interesting talk by Col. Donald Arm- 
strong, executive officer assigned to the 
Chicago district of the United States 
Army Ordnance Dept., whose subject 
was “The War Department’s Industrial 
Mobilization Plans.” 


No Time to Retire? 


Sr. Lovis, Mo.—W. F. Kemper, who 
retired a year ago after working for 60 
years in the wholesale jewelry business, 
then became “tired of loafing” and 
opened a watch and jewelry repair shop 
in the Equitable Bldg., here, celebrated 
50 years of married life with his wife 
recently. He is 74 and his wife 72. 





Jersey Lien Law Passes 

Trenton, N. J.—Jersey jewelers ob- 
tained a lien law on May, 6, when Gov. 
A. Harry Moore, signed the bill. 


Srcomparable 


OUR WORK COSTS NO MORE THAN 
ARY WORK 
BECKER-HECKMAN CO. 
29 E. Madison St. 





CHICAGO, ILL. 








GENUINE 
Bohemian Garnet 
Jewelry 


HENRY KLAAS CO. 








58 E. Washington St. Chicago 
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Illinois R.J.A. Has Disappointing 
Attendance for Fine Convention 


Cuicaco, Int.—While the program of 
the Illinois R.J.A. convention, at the 
Hotel Sherman, April 30 and May 1, was 
one of the most constructive and helpful 
ever presented at a state convention the 
attendance was disappointing. The ex- 
cellent talks were deserving of much 
larger audiences. 

The officers, who were all reelected, 
are: William Lambrecht, Jr., Chicago; 
Carl E. Lindquist, Rockford, and Charles 
Ringer, Freeport, vice-presidents; and 
Henry 'T. Mortensen, Chicago, secretary- 
treasurer. The executive committee is 
composed of J. Ralph Tobin, Springfield, 
Adam Bolander, Rockford, and Paul W. 
Bechere, Belleville. 

An interesting talk on better relation- 
ships between business men was given 
at a luncheon by Nathaniel Leverone, 
Chicago, president of the Automatic 
Canteen Co. Charles E. Yates, public 


William Lambrecht, Jr. 
Chicago retailer who 

was renamed president 
of Illinois R. J. A. 





relations counsel of the National Retail 
Furniture Association, spoke on indus- 
trial buying, and what is being done to 
eliminate the evil. Kenneth Lawyer, 
supervisor of distributive education for 
Illinois, spoke on education for store 
owners and employes. 

Selling conditions of years ago were 
contrasted with present-day conditions 
by D. E. Pamp, of Princeton, IIl., who 
suggested ways by which jewelers can 
recapture the prestige their stores once 
enjoyed. 

A picture of how jewelery stores ap- 
pear through the eyes of a consumer, 
and how their selling methods react on 
a customer, was given by Mrs. Wilbur 
E. Fribley, president of the Chicago 
Housewives League. A talk on direct 
mail advertising was given by Homer 
J. Buckley, of Buckley, Demet & Co. 

The workings of the Illinois three per 
cent sales tax were explained in detail 
by Robert M. Stowers, assistant director 
of the Illinois Department of Finance. 
He spoke of the recent ruling of the 
State Supreme Court that wholesale sup- 
ply houses are not liable for the tax on 
watch materials sold to jewelers and 
watchmakers, and gave as his opinion 
that no effort would be made to collect 
the tax from retailers and watchmakers, 
as the material is regarded as part of 
the service, and there is no tax on ser- 
vice charges. 

Henry W. Von Unruh, Cincinnati, 
ANRJA regional vice-president, talked 
on the activities of the national organ- 
ization. H. Paul Juergens, Juergens & 
Anderson Co., Chicago, spoke for the 
Jewelry Industry Publicity Board. 

The highlight of the social program 
was a dinner-dance in the Panther Room 
of the College Inn of the Hotel Sherman. 
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DIAL 
REFINISHING 















FOR the JUNE GRADUATE 
A GIFT TRULY INDIVIDUAL 


The Name Dial 
Lz»? 
KIRK-RICH DIAL CORP. 


LOS ANGELES CHICAGO 
SAN FRANCISCO DETROIT 
OAKLAND PITTSBURGH 
SEATTLE DALLAS 











HUB and DIE ENGRAVERS 
of CLASS RINGS, PINS, MEDALS, 
& CRESTS 
AND FIGURE MODELING 
A SPECIALTY 


JEWELERS DIE SERVICE 
B. M. SKOGEN 
319 N. PULASKI RD., CHICAGO, ILL. 


PORTRAIT 








McRAE & SHAW 
168 N. Michigan Ave., Chicago, Ill. 
Radio and Display Advertising Specialists 


Originators and Producers of 
"THE OLD SHEPHERD'' RADIO PROGRAM 
EXCLUSIVELY FOR JEWELERS 








DIAMOND SETTING 
EXCLUSIVELY 


Distinctive and Outstanding Work by 
Expert Diamond Setters 


Prices upon request 


CHICAGO DIAMOND SETTERS 
5 So. Wabash Chicago, Ill. 








CENTRAL WATCH CO. 
WATCH REPAIRING 


for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 


5 South Wabash Ave. Chicago, Ill. 




















fice WATCH CO. 


S S.WABASH AVE. CHICAGOILL. 


USED WATCH ,, 











m 
4 
o 

USED MOVEMENTS o 

Good Condition 
Good Dials x 

0-Size Elgin, Waltham 

73, $2.00 — 15), $3.00 ir) 

1h, $78 153. $2.78 = 

TJ, . — 15J, A 

2 siz Open ems THE PRICE OF yz 

16 size Open Face NEW MATERIALS S 

7J, $2.00 — 15J, $3.00 

Ls i Praahi 1 S135 Wheels, pinions, © 

18 size O.F. Elg., Wal. | Pallet forks, etc. 

7J, $1.25 —15J. $1.75 | for all watches. 

6 size Elg., Wal., Htg. Send sample of 

73, 75¢ — 153, $1.25 | what you want! All 

6% 2 re fer Guaranteed! Remit 

hh i a 75¢ — | only if satisfactory. 

153, $1.25 


















GRAFNER BROS. | 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 








Jewelry Repairing 
DIAMOND SETTING - ENGRAVING 
Strictly Trade Shop 


DOERNBERGER & MUCK 


406 Pittsburgh Life Bldg., Pittsburgh, Pa. 
AT.7848 - AT.4959. 


Telephones: 











LANDAW BROS. 


Distributors 
Genuine Watch Materials 


and Jewelers’ Supplies 
ALSO JEWELRY BOXES AND WATCH CASES 
406 CLARK BLDG. PITTSBURGH, PA. 
Telephone: AT. 5379 



























GOLD and SILVER 


Scrap and Wastes 


PUIRCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 


VERNON-BENSHOFF CO. 


933 Ridge Ave. Pittsburgh, Pe 























PITTSBURGH 


SES OOO 


q le Roy A. Mote of the legal depart- 
ment of the Elgin Watch Co., Elgin, 
Ill., was here recently on business. 

q Sam Kafka, representing Baumgold 
Bros., New York, was a recent Pitts- 
burgh visitor. 

q William Grafner, son of Emanuel 
Grafner, and a member of the firm of 
Grafner Bros., has been elected a direc- 
tor of the Young Men’s Hebrew Asso- 
ciation of this city. 

q Louis Corbin has been elected secre- 
tary of the Samuel Weinhaus Co., suc- 
ceeding the late Joseph L. Menner, Sr. 
Joseph L. Menner, Jr., has been elected 
a director, succeeding his father. 

q Ludwig Sterr and Joseph Sterr, for- 
merly with the Ollendorf Watch Co., 
are now with M. A. Mead & Co., Clark 
Bldg., where they handle trade watch 
repairs. 

q William Kappel, credit jewelry store 
chain owner, returned from Holland 
with his annual supply of diamonds 
just before the war broke out in that 
country. 

q Peter Strasser, well known retail 
jeweler of Bridgeville, Pa. is a_ real 
soccer fan. He is chief backer of the 
Morgan soccer team, a local outfit, 
which won the national championship 
recently. 

q Meyer Posner, who operates jewelry 


stores in Scottdale and Mt. Pleasant, 
Pa., and Sam _ Pickholtz, Canonsburg, 
Pa. were among recent out-of-town 


buyers to call upon the local wholesale 
trade. 

q David Weis, of David Weis & Co., 
Clark Bldg., has returned from a road 
trip which included the cities of Akron, 
Cleveland, Erie and Meadville. Mr. 
Weis, a wholesale jeweler, says the war 
is bound to cause a rise in the price of 
smaller sized diamonds. 

q The news about Herman Auerbach’s 
corncob pipes surely is getting around. 
Since noting in these columns that M. A. 
Mead & Co., were giving them away, 
Herman says he has had requests for 
eight dozen more pipes. Who says the 
JEWELERS’ Crrcurar-Keystone isn’t care- 
fully read? 


Watchmen Discuss Troubles 


Sr. Paur—At a joint meeting of the 
St. Paul and Minneapolis Watchmakers 
Guild, here, on May 17, the possibility 
of bettering the position of the watch- 
maker through legislation was discussed. 
Other matters considered were mislead- 
ing advertising, cut-throat competition 
and unfair trade practices. Joseph A. 
Eschenbacher of the local guild presided. 








THE SAMUEL WEINHAUS COMPANY 


DISTRIBUTORS OF 
AMERICAN WATCHES OF MERIT 





LORD ELGIN x 
x LADY ELGIN 


WALTHAM 


PREMIER 





DIAMONDS—JEWELRY—SILVERWARE—CLOCKS—DRESSERWARE 





808 LIBERTY AVENUE 


PITTSBURGH, PENNA. 
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BEST OF LUCK, MR. FREYER! 





Emil Freyer, left, is shown receiving 


only one of about a thousand good 
wishes which were extended by about as 
many members of the jewelry trade who 
attended the formal opening of the large, 
attractive new quarters of the Samuel 
Weinhaus Co., Pittsburgh, of which Mr. 
Freyer is president, on Sunday, May 12. 
The horseshoe plaque is being presented 
by Max Wolfson, credit jeweler of 
Homestead, Pa., who started the custom 
of giving such plaques when a member 
of the manufacturing firm of Grau and 
Wolfson some years ago. 

About 500 of those who attended the 
opening affair, were jewelers from west- 
ern Pennsylvania, eastern Ohio and 
northern West Virginia. There were 
floral tributes in profusion. A_ buffet 
lunch and other’ refreshments were 
served. 

The Weinhaus firm with 7000 square 
feet of floor space all on one floor, the 
second, now has one of the largest single 
floor stores in the country and the largest 
wholesale establishment between New 
York and Chicago. It also has consid- 
erable basement storage space. The firm 
formerly occupied for 38 years a three 
story building at 8th & Penn Aves. 

Harry Silverman is vice-president and 
louis Corbin, secretary-treasurer. 


8 New Registered Jewelers 


Los AwnoeLtes— The American Gem 
Society announces the awarding of the 
title of Registered Jeweler, A.G.S., to the 
following members during the past two 
months: 

Frank S. Bartlett, J. W. Ware, San 
Diego, Cal.; Alfred H. Dickinson, ITI, 
Alfred H. Dickinson, Buffalo, N. Y.; 
Walter Grady, Irby L. Grady, Jackson, 
Tenn.; Herman Gutnecht, Henry Birks 


& Sons, Ltd., Montreal, Can.; Elleard 
Heffern, Heffern-Neuhoff, St. Louis, 
Mo.; Kenneth F. MacKenzie, Henry 
Birks & Sons, [td., Vancouver, B. C., 
Can.; Kenneth G. Mappin, Mappin’s, 
Ltd., Montreal, Can.; and Clifford Porth, 
Porth’s Jewelry Store, Jefferson City. 
Platinum Prices 
(May 24, 1940) 

BE 5 Sic teas: ede rertvcptips ke atu oy cele ae gow deat wl $38.00 
Containing 50 iridium .......5.; 44.00 
Containing 10% iridium ....... 50.00 
Containing 5% ruthenium ...... 38.00 
co eer ee errr eae $24-$25 
Silver Prices 

London New York 
Se AS’ skies oan 21*%d 34%e 
rere ere 21d 35c 
OT ee rer 23%d 34%c 
SS , eee rae 22%d 35%4¢c 
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Washington State Jewelers Told 
To Make Sales Appeal to Masses; 
200 at Convention Banquet 


SeartLte, Wasu.—“Jewelers are now 
of the opinion pretty generally that in- 
stallment credit for jewelry is sound, 
that jewelers may well feature lines of 
inexpensive costume jewelry, and that 
an attempt should be made to cater to 
the masses rather than to the monied 
few,” delegates to the 27th annual con- 
vention of the Washington R.J.A., 
meeting here, April 28 and 29, were told 
by President Louis Friedlander, Seattle. 
“M. M. Cohan, Spokane, former vice- 
president, was advanced to the _ pres- 


M. M. Cohan, Spo- 

kane, was elected to 

head retail jewelers 

of the Evergreen 

State at 27th conven- 
tion. 





idency; Jerry Condon, Sedro-Woolley, 
was elected vice-president, and Harry 
Arold, of Hardy’s, Seattle, was named 


treasurer. It was voted to meet at Ta- 
coma, next year. 
John Penn Fix, leading Spokane 


jeweler, spoke on “Telling the Public 
the Story of Jewelry”; Julius Zell, Zell 
Bros., Portland, Ore., outlined “Strategic 
Principles in Store Appeal,” and Nathan 
Eckstein, recently voted Seattle’s most 
useful citizen, delivered a challenging 
address on “As I See Business in the 
Months Ahead.” State Representative 
John R. “Pat” Hurley discussed “Prob- 
lems of the Next Legislature,” and Al 
J. Sartori, Spokane, spoke on “Does the 
Jewelry Business Offer an Attractive 
Sphere for Ambitious Youth?”—Dr. 
Vernon McKenzie, of the University of 
Washington, recently back from an ex- 
tensive European tour, had as his sub- 
ject, “The World Today.” 

The registration of 125 was upped to 
about 200 for the annual dinner dansant, 
the closing event, held in the Spanish 
Ballroom of the Olympia Hotel. There 
was a good turn-out of women who had 
answered the plea of Mrs. Ben Bridge, 
chairman of the ladies committee, that 
“No modern trade convention is com- 
plete without the presence of the repre- 
sentative ladies of the industry. In the 
jewelry business, so much of our mer- 
chandising success turns upon our abil- 
ity to meet the specifications and 
demands of our women customers that 
it has become the paramount duty of 
jewelers’ wives to be well-informed not 
only on the modes of the day, but also 
of the trends of purchasing on behalf of 
the women of the community.” 


Need of Watchmaker Licensing 
Explained to Nebraska Horologists 


Hast1nos, Nesr.—The Horological As- 
sociation of Nebraska, Inc., elected new 
officers for the first time in three and a 
half years at its April convention, held 
in conjunction with the annual meeting 
of the Nebraska R.J.A. Ashley W. Con- 
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ger, Grand Island, succeeds R. P. Kraatz, 
Omaha, as president. Others elected 
were: I. O. Underberg, Ord, Ist vice- 
president; J. Schatz, North Platte, 2nd 
vice-president; William S. Putters, 3rd 
vice-president; Clarence Bleyle, Hast- 
ings, secretary-treasurer; and directors, 
C. W. Tiahrt, Omaha; Ed F. Bruce, 
Hastings; I. O. Underberg; G. T. Pat- 
ton, Fairfield; A. T. Martinson, Grand 
Island, and J. Schatz. 

Orville R. Hagans, Denver, executive 
secretary of U.H.A.; W. H. Samelius, 
of Elgin Watchmakers College, and V. 
B. Lloyd, representative of Swartchild 
& Co., were elected honorary members 
in recognition of their work in the build- 
ing of the association and their con- 
tribution to the craft. 

The need of a watchmaker licensing 
law was explained by Mr. Tiahrt, chair- 
man of the legislative committee, who 
discussed the bill which will again be 


at the next session of the 
Others who spoke were Mr. 
Samelius, Tinley L. Combs, Omaha; 
R. V. Owens, superintendent of time 
service of the Union Pacific R. R.; E. 
Hendrickson, of Hamilton Watch Co.; 
George Taylor, of the Ball Co., and Mr. 
Peterson, of Byrne-Duff Jewelry Co., 
Omaha. 


presented 
legislature. 


Bradley Poly Adds to Faculty; 
Demands for Grads Exceed Supply 


Prorta, Int. — The appointment of 
Harold C. Kelly, nationally-known horo- 
logist, to the faculty of the School of 
Horology of Bradley Polytechnic Insti- 
tute, here, has been announced by George 
J. Wild, dean. Mr. Kelly attended 
Bradley many years ago and since has 
been employed in the retail jewelry 
business until his recent return to Brad- 
ley. 














sales turnover. 


earn extra profits. 


supplied by Proessler. 


for complete information. 





A MODERN INTERIOR ... 





| 
| 
| Interior View, Wm. Taper Jewelry Store, Washington, Pa. | 


A completely modern interior can work wonders with your | 
Correctly designed storerooms enhance | 
merchandise, make it more attractive to the customer, and ! 

} 


Can Be Your Ace Salesman 
| 
| 


The William Taper store, Washington, Pa., is a typical | 
Proessler modernization job. All fixtures in this storeroom, 
as well as in the beautiful basement display room, were 


Let Proessler make a salesman of your storeroom! 
extra profits will more than pay the costs. Write, or call us 


PHONE CEDAR 1716 


C. PROESSLER & SON COMPANY 
1221-1227 PENNSYLVANIA AVE., PITTSBURGH, PA. | 


Manufacturers of Jewelry Store Fixtures for Nearly Three-Quarters of a Century 


Your 
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KLEIN BROS. 


—As Usual—Are Presenting the most 
attractive lines, specializing in: 
DIAMOND RINGS—Of only one quality—THE 


BEST—combined with the 

most outstanding mountings. 

. JEWELRY—An exceptionally large line of gold and 
fine gold-filled jewelry. 


COSTUME JEWELRY—Latest styles and newest 
items that will attract your 
customers 


“KENWOOD WATCHES’’—Combine popular prices 
= accuracy and 
style. 


KLEIN BROS. CO. 


WHOLESALE JEWELERS 
617 Vine St. Cincinnati, Ohio 








Greenwold Grift Co. 


The House of Quality and Service 
STREET, CINCINNATI, OHIO 


KX EST 7ct 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


GINS @ HAMILTONS (Zones 6, 7, § 
e that give y 


salchale Mndal 37: 











FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 
ELGIN—*HAMILTON 


*ZONES 7-8-13-17 

WALTHAM PREMIER WATCHES 
DIAMONDS - JEWELRY 
CLOCKS - SILVERWARE 
“IF IT'S NEW WE HAVE IT" 


GERWE-FROHMAN CO. 
CINCINNATI NEW ORLEANS 








DIAMOND-CUTTING 


expert work... fast service 


e 


$ 9.00 per carat 
. 10.00 per carat’ 
bi 0,0 ol 1 amor: Var: 6 a 
12.00 per carat 
14.00 per carat 
16.00 per carat 
18.00 per carat 
26.00 per carat 


LITWIN & SONS 


114 West 6th Street, 


2 carat 

Liner: Bar: bd 
7s Carat 
33 carat 
5s carat 
2 Carat 
or tar: ha 
Pim or: ar: Bc 


Cincinnati, Ohio 








MISS VANITY 
STREAMLINED DIAMOND RINGS 
For the June Bride. Most attractive. Mod- 

erately priced. 
Write for a Selection 
THE D. JACOBS SONS CO. 
811 Race St. Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 Years 











Diamond Mountings 
and Wedding Rings 


Special order designs on request. 


The Schumer Bros. Co. 


5 East Third Street, 
Cincinnati, Ohio 


Workers in precious metals. 

















q “Uncle Louie” Hummel, 82-year-old 
jeweler, is back home after a visit to the 
health sanitarium at Dillsboro, Ind. 

q Miss Mada Winters of the I. N. Pol- 
lock store, Ashland, Ky., came to the 
Queen City to look over some of the 
lines. 

q Lawrence Crouch has become asso- 
ciated with the Wallenstein Mayer Co. 
He formerly was connected with E. & J. 
Swigart. 

q A group of road men were fortunate 
to attend the ball game in which Tex 
Carleton, Brooklyn pitcher scored his 
no-hit victory against the league cham- 
pion Reds at Crosley Field, April 30. 
In the septette that occupied one of the 
upper boxes, were: P. J. Armeny, L. R. 
Olsson, president of the Town Criers; 
Buddy Knight, Maury Gerwe, Rol Boh- 
mer, Dick Fenstermacher now of the 
Chicago office of Waltham Watch Co., 
and George E. Brown. 


q Instead of handing over jewelry or 
money as demanded by two negro hold- 
up women, Jacob H. Reinstatler, 72, 
jeweler at 846 Clark St., West End, 
grabbed a revolver and fired three shots, 
with the result that one of the women 
is spending several weeks in a hospital 
suffering from a shattered bone in her 
right arm. When she recovers sufficiently 
she will tell her story to the grand 
jury. She and the other robber tried to 
rob Reinstatler after striking him on the 
head with a blackjack. The blow felled 
him but he recovered enough to give 
chase and fire the weapon he was carry- 
ing. 

q The large show window of the Frank 
Herschede Co. 8 W. 4th St., was 
smashed by two negroes, one of whom 
was captured immediately and the other 
was apprehended a short time later. The 
first thief dropped three valuable 
watches when cornered by police. Two 
gold bridal sets valued at $210 were 
stolen from a window of the Monmouth 
Jewelry Co., 719 Monmouth St., New- 
port. A similar theft was effected at 
Sam Savin’s place, 36 E. 6th St., Cin- 
cinnati, when a show case pane was 
shattered by a thief who took 27 time- 
pieces and an electric razor all valued 
at $315. 

q Members of Cincinnati Wholesale 
Jewelers & Manufacturers association 
had an enjoyable evening in a recent 
impromptu Spring social session at the 
Hotel Gibson. Shop talk, as a general 
thing, was forgotten although it was re- 
ported that business during the first 
quarter of 1940 showed an increase over 
the comparable period of the previous 
year. It was purely a social session and 
the evening was spent in dining and 
singing, the latter of which became quite 
lusty when several Town Criers joined 
the group later in the evening. Arno 
Dorst presided in the absence of Charles 
Grift, president of the association. 

q The Big Day of the jewelry industry 
in Cincinnati is June 11, the day of the 
annual outing of the Cincinnati Whole- 
sale Jewelers & Manufacturers associa- 
tion in conjunction with the Town Criers, 
at the Ryland Country club, Ryland, 
Ky. It is scheduled to be the largest 
social affair ever held in jewelry circles 
in the Queen City. The aim of the com- 
bined groups this year is to have at 


110 








least one hundred retail jewelers ag 
guests. They are expected to come from 
Ohio, Indiana and Kentucky. The day 
will be spent in the open with athletic 
contests such as baseball, golf, tennis 
and swimming, with prizes for the win- 
ners. Likewise there will be indoor 
games such as ping pong, pinochle and 
badminton. Clarence Loeb is chairman 
of the Wholesale entertainment group, 
with Julian G. Schwab acting similarly 
for the Criers. 


Arkansas R.J.A. Studying 
Curbs to Trade Evils 


Lirrte Rock, Arkx.— The Arkansas 
R.J.A., at its recent annual meeting, 
here, had lively discussions on wholesale- 
retailing, price-cutting, auctions and 
other evils and committees were ap- 
pointed to investigate and suggest cor- 
rective measures. About 75 were regis- 
tered. 

Officers elected were: Hoyt T. Purvis, 
Purvis & Son, Jonesboro, Ark., presi- 
dent; Dwyatt L. Petty, Watch Shop, 
Little Rock; John Stinson, Jr., Stinson 
& Son, Camden, secretary-treasurer, and 
directors, A. R. Kennan, John Fink Jew- 
elry Co., Fort Smith; E. H. Stewart, 
Stewart Jewelry Co., Hope; Mrs. Gladie 
B. Furgison, Brinkley, and Russel B. 
Stone, McGehee. 

There were addresses by Hodson D. 
Lewis, secretary of the Little Rock 
Chamber of Commerce; R. C. Hoppe, 
research engineer of the Elgin National 
Watch Co.; Robert J. Slagle, Houston, 
Texas, vice-president of ANRJA; Brom 
Ridley, advertising manager of the Ar- 
kansas Gazette, and A. F. Eisenbeiss, of 
the Eisenstadt Mfg. Co., St. Louis. 

Golf and other sports and a get-to- 
gether dinner were held Sunday and the 
banquet was held Monday night, with 
Mr. Purvis as toastmaster. 





Illinois Repairers Escape Tax 

Sprincrictp, Iii. — Persons repairing 
watches, clocks and jewelry are deemed 
to be engaged in the business of render- 
ing service and therefore are not liable 
for the Illinois Retailers’ Occupational 
Tax with respect to receipts from such 
services, ruled the Illinois Dept. of Fi- 
nance, on May 9. Likewise it stated that 
sales by supply houses, to repairers, of 
parts to make such repairs are not sales 
at retail. The suppliers, are, however, 
liable with respect to sales of machinery, 
equipment and tools. 











SCHIRA BROS. 
PLATINUM 
DIAMOND MOUNTINGS 
PLATINUM 
SPECIAL ORDER WORK 


15 WEST 6TH ST. 
CINCINNATI, OHIO 











WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 


427 PLUM ST. CINCINNATI, O. 
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4 Arthur B. Duncan, Portsmouth, N. H. 
‘eweler, has just returned home from 
the hospital after an appendectomy. 

Mrs. M. A. Fernald, Haverhill, Mass. 

‘eweler, has a sizable collection of all 
sizes and types of camel figurines, which 
are of interest to her customers. 
4 Joe Monnerat, New Haven, Conn. 
jeweler, took time out on May 15 to re- 
new acquaintanceships in and around 
Boston. 

John Palmer, jeweler of Revere, Mass., 
made a trip to Providence, where he 
visited the various jewelry manufac- 
turers. 

Arthur Horne, treasurer of Shreve, 
Crump & Low Co., returned to business 
early last month, after a well earned rest 
of six weeks. 

q Mr. and Mrs. J. F. Sullivan, of Jean 
P. Howes & Co., jewelers of Keene, 
N. H., were recent Hub visitors, inspect- 
ing the wholesalers’ lines and the local 
retailers’ window displays. 

q Nathan Alberts, president of I. Al- 
berts’ Sons, Ine., Boston wholesale 
jewelers, accompanied by Mrs. Alberts, 
is touring the west coast and will later 
visit Honolulu. 

q Numerous manufacturers’ and whole- 
salers’ representatives attended the 
opening of Arthur Beaudet’s new store 
in Woonsocket, R. I. The store and its 
stock were recently destroyed by fire. 

q Twenty members of the Hartford, 
Conn. Guild, U.H.A., on May 15, traveled 
to Waltham, Mass., to make an inspec- 
tion tour of the Waltham Watch Co. 
They were welcomed at noon by William 
J. Marshall, New England sales man- 
ager, and had lunch with the company 
officials. 

q A business survey of New England 
cities and towns by wholesalers’ and 
manufacturers’ representatives, indicates 
increased sales by the retail jeweler dur- 
ing the summer and fall seasons, em- 
ployment of more skilled mechanics in 
manufacturing. Because of lower rail- 
road fares a greater volume of vacation 
travel volume is to be expected. 

q Arthur F. Blechstien, manager of the 
repair department of A. Stowell Co., 
jewelers, 24 Winter St., who maintains a 
special emergency repair service, says 
the messengers in the firm’s uniform, 
who call for and deliver watches, have 
stimulated business, making possible 5 
to 6 hour service, and after a year’s trial 
is confident the extra effort has been well 
worth while. 

q Henry Arnold, president of the Bos- 
ton Jewelers Club, and directors who 
form the various committees, have been 
unusually busy the past few weeks ar- 
ranging the mid-season Frolic, which 
takes place on June 19, at the New Ocean 
House, Swampscott. All previous records 
for attendance at club functions were 
broken in 1939. Breaking out of a 
huddle, committeemen Horne, Stone, 
Libby, Percival and Lawton, predict 
smart new numbers, increased floor space 
and a wonderful dinner. The sports com- 
mittee of Kennard, Cook, Libbey and 
Stone, announce a golf tournament; Ed 
Cotter is the fixer for every type of 
Sport, soft ball to galloping dominoes, 
with plenty of prizes. 

q The month of May displays of mer- 
chandise by the wholesalers have become 
a looked for event among the retail 
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trade. Among those who inspected the 
latest merchandise were: Henry Desjar- 
dins, Beverly; Douglas Nathan, Fitch- 
burg; Mr. and Mrs. J. H. Peterson, 
Needham; Mr. and Mrs. Wonson, Fall 
River; W. E. Blanchard, Gloucester; 
Holmberg & Douglas, Brookline; R. A. 
DeMontigny, Nashua, N. H.; Mrs. E. F. 
Lilley, Dorothy Prince, and Mr. and Mrs. 
L.. Blaine Libbey, Milford; Mr. Green, 
Lux, Bond & Green, Hartford, Conn.; 
Mr. Boas, Foster’s, Providence, R. I.; 
Mr. and Mrs. W. A. McKinney, Athol; 
Mr. and Mrs. Cotter, Prince-Cotter Co., 
lowell; Mr. and Mrs. L. S. Johnston, 
Hyannis; G. Herbert Wood, Varicks, 
Manchester, N. H.; John Palmer, Gardi- 
ner; Paul Brown, Portsmouth, N. H.; 
Mr. and Mrs. P. Safford, Rochester, 
N. H.; W. R. Willis, Newtonville, Mrs. 
Addie Fiske Goodell, Epping, N. H.; 
C. J. Gidley, New Bedford; ‘Thomas 
Grey, Providence, R. I.; Leo Simard, 
Holyoke; K. Lahde, Worcester; Allen 
Robertson, Framingham; Ray Bullen, 
Westboro, John R. Palmer, Revere. 


Boston Bowlers Reelect Fletcher 


The Boston Jewelers Bowling League 
had its 17th annual banquet, May 4, at 
the Kenmore Hotel, with 175 men from 
the trade attending. After a fine dinner 
and the awarding of individual and team 
prizes, there were 90 minutes of enter- 
tainment. George E. Fletcher for the 
tenth time was reelected president. 


George E. Fletcher 
must certainly know 
how to make the most 
difficult spare. The 
Hub jewelers have re- 
elected him president 
of their bowling league 
10 times. 
oa 





Willis Pyn was named vice-president; 
John Mulhern, secretary, and Frank 
Gendreau, Jr., treasurer. Top honors 
for the season were taken by the Shreve, 
Crump & Low team which won 81 of 
the 108 games. The other teams placed 
as follows: Thomas Long Co., Harkins 
& Murphy Co. E. B. Horn Co., and 
Frank A. Gendreau. The second division 
winners in their order were: A. Stowell 
& Co., Smith-Patterson Co., D. C. Per- 
cival & Co., Bigelow-Kennard Co. and 
Hodgson, Kennard & Co. 





Imports During March 
Article Number 


Watches and watch 
movements 
Watch parts 


Value 


$788,905 
75,069 


Clocks and_ clock 

movements ..... 619 5,653 
Diamonds— 

Rough, uncut .. 12,881 753,488 

Cut, unset ..... 57,758 4,156,101 
Pearls— 

INOUE. Siesune (capes 11,902 

Cultured or culti- 

Wee cincigee. (dedix 39,012 


Other precious and 

semi-precious stones 
Rough, uncut 
Cut, unset 


32,478 
204,866 


AThe House of Serwice™ 





NY 273 WASHINGTON ST., BOSTON r 





|- ALBERTS 


SONS, INC. 


Serving Jewelers in New En- 
gland and New York State with 
complete wholesale stocks. 
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Featuring 
HAMILTON 
ELGIN and WALTHAM 

WATCHES . 
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I. ALBERTS SONS, Inc. 








-_ 
Symmetalie 
Karat Gold on Sterling 


and STERLING SILVER 


REAL STONE JEWELRY 
Soid direct to retailers 


W.E. RICHARDS CO. 


ATTLEBORO, MASS 











TUTTLE 
SitveR 








MASSACHUSETTS 


SCHOOL OF OPTOMETRY 


Four-Year Day Course 
For further information address: 


Administrative Office 


1112 BOYLSTON STREET 


Boston, Massachusetts 
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SIMPLE SOLDERING 
BOTH HARD AND SOFT 
By Edward Thatcher 


This simply written 76 page book is 
packed with valuable and practical infor- 
mation for the worker in gold and silver. 
Describes and illustrates the methods and 
tools successfully used in soldering. 
Price 75 Cents Postpaid 
(Cloth Bound) 
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Where to Buy 
IMPORTED 
China and Glass 














SHORT LINES—SERVICE PLATES 
Dinnerware from the 


Heinrich & Co. and 


Winterling Factories | 


FROM NEW YORK STOCK 


Heinrich and Winterting, Inc. 
49 W. 23rd St. 





| 


York, N. Y. | 


W. E. LINDEMANN 


GLASS 


CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 

FROM STOCK 


225 FIFTH AVENUE, N. Y. 








THEODORE HAVILAND 


CHINA DINNERWARE 


Made ip Made ip 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 


THEODORE HAVILAND & CO., Ine. 
26 W. 23rd St. New York 








Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 








162 Fifth Avenue, New York City 








ROYAL DOULTON 


English Bone China and Earthenware 
THOS. WEBB & SONS 
Wand made English Crystal 
IRISH BELLEEK 
The original production 


WM. S. PITCAIRN CORPORATION 
212 Fifth Ave. New York, N.Y. 


FINE & CHINA 
FfoverorXa, 


Famous the World Over 
Available from New York Stocks 


ROSENTHAL CHINA CORP., 149 Sth Ave., New York 


JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Co. 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


in stock for immediate delivery. Great 
variety of patterns and designs. 


Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 














Importers, 105-107 Fifth Ave., New York 





EDWARD BOOTE 


35 & 37 West 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 























| 








LETTERS 





me oe 





a 


The Boys on the Road 

















Investigate Retailing by Wholesalers 
Kditor, Jewe ers’ CircuLar-KeEystone: 

For many years, it has been well 
known to the jewelry industry, that many 
establishments in and around New York 
City which represent themselves as being 
strictly wholesalers, have, nevertheless, 
been selling at retail, thereby becoming 
direct competitors of the regular retail 
individuals and firms through whom they 
seek to sell their merchandise. Many 
voices have been raised in protest over 
this practice, but direct inquiries made 
at various times of the representative 
heads of these wholesale houses, have al- 
most invariably resulted in a flat denial 
of the practice referred to. 

In order to ascertain the actual facts 
of the situation, I asked the Executive 
Board of the Retail Jewelers’ Associa- 
tions of Greater New York, to make 
funds available for the purpose of con- 
ducting an independent investigation of 
this situation. This, the Board has very 
generously done, and the Wilmark Ser- 
vice was employed to make a series of 
shopping tests. While these tests have 
not yet been completed, 31 wholesalers 
who hold themselves out to the trade as 
being strictly wholesale houses, have been 
shopped up to this time. Of these, 17 
made sales to our shoppers, who repre- 
sented themselves as_ retail customers, 
and these sales were made either at 
wholesale prices or at a very negligible 
increase over the wholesale price. Fur- 
ther than that, these shopping tests have 
also shown that allegedly price-main- 
tained merchandise, price-fixed under the 
Feld Crawford Act, has been sold by 
wholesale houses at wholesale prices, or 
at prices very nearly approaching them. 
to persons posing as retail consumers. 

That such a situation should exist in 
our industry is appalling, indeed. Cer- 
tainly, it is damaging to the: system of 
the regular and orderly distribution of 
goods that some firms which always claim 
to be strictly wholesalers should have re- 
sorted to such practices. Naturally, 
there are limits to which I, as an indi- 
vidual can go, in enabling the retail 
jewelry trade to benefit from the work 
that we are attempting to do on this 
question, for, I am bounded on one side 
by the law, and on the other side by a 
traditional respect for some of the houses 
that have been discovered to be engaged 
in this practice. Consequently, I do not 
propose, even after the shopping tests 
are completed, to advocate that retailers 
take any concerted action upon the find- 
ings. 

The reports will, however, be made 
available to any properly interested 
party and will be shown them or read 
to them without comment. Sensible 
business men in the retail jewelry field 
who are anxious to preserve their own 
interests, will then be at liberty to pass 
such judgment on these reports and take 
such action as they may think best. 
New York Henry Astor 





Superb Case Co. Makes Metal Goods 


The Superb Case Co. is a new firm 
recently established at 50 Tobey St.. 
Providence, for the manufacture of 
compacts, cigarette cases and metal spe- 
cialties. Maurice Horowitz is president 
and Joseph Lavan treasurer and general 
manager. 
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q Howard Wright, of Louis A. Jacobson, 
Boston wholesale jewelers, is covering 
New England again. While Howard has 
done much flying, he is making his trips 
by car, for among his acquaintances, 
are many who bank on his canny size- -up 
of a trout brook. 

q Lawrence Greener has been appointed 
Chicago representative of the Automatic 
Chain Co., Providence, with headquar- 
ters at 663 West Washington St., Chi- 
cago. 

q George J. Klinick, of the Heller Hope 
Co., Inc., New York, became a_ proud 
grandfather recently, when his daughter, 
Mrs. Sidney J. Kreiss, gave birth to a 
son. 

q.R. E. Rhoten, transferred from St. 
louis, is now Cincinnati representative 
of the Parker Pen Co. Rhoten takes the 
place of George Fredenberg who was 
assigned to another district. 

q Harold Armocost, member of the Cin- 
cinnati 'Town Criers, has become a road 
man for the Queen City Silver Co. He 
formerly traveled for the Homan Manu- 
facturing Co., which firm has since gone 
out of business. 

q E. D. Tyler, of J. W. Johnson, Inc., 
New York wholesalers, made the swing 
through eastern Massachusetts, early last 
month. 

q Samuel Klein has been announced as 
New York representative of the Colonial 
Mfg. Co., 756 Eddy St., Providence, 
R. I., manufacturers of a line of costume 
jewelry, lockets, cigarette cases, etc., by 
Abraham Kestenman, owner. Mr. Klein’s 
office is at 97 Nassau St., New York. 

q Jim Downs, who represents Henry 
Ginnel & Co., Maiden Lane wholesalers, 
in the upper New York territory, 
stopped off at the Hamilton Watch Co. 
Lancaster, Pa., long enough to show off 
the new bride he acquired on Dec. 23. 
They were returning from their extended 
honeymoon in Florida. 

q John Hepburn, for the past seven 
years with the home office of S. H. 
Clausin & Co., Minneapolis, has been 
transferred to the Spokane branch, cov- 
ering Portland and Seattle and adjacent 
sales territory, and will have his head- 
quarters in Seattle. 





Where to Buy 


DOMESTIC 
China and Glass 











HAWKES CRYSTAL 
GLASSWARE 


for discriminating 
people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 Sth Ave. 





OLD WATERFORD 





LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 


Made in 


fo 


LENOX 
LENOX, INC. 


America 


Trenton, N. J. 
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Reed & Barton Entertains 
Mass.-R.|. R.J.A. Conventioneers; 
Widmer Succeeds Libbey 


Bosron—All previous records for at- 
tendance were broken when more than 
250 retail jewelers, wholesalers and man- 
ufacturers from all sections of Massa- 
chusetts, accompanied by their ladies, 
attended the 26th annual convention of 
the Massachusetts-Rhode Island R.J.A., 
held at the Parker House, here, April 24. 

Frederick T. Widmer, 31 West St., 
Boston, was elected to succeed L. Blaine 
Libbey, Milford, Mass., as president. 
Douglas Nathan, Fitchburg, was named 
first vice-president, Harold Partridge, 
Boston, was elected second vice-presi- 
dent, and John H. Peterson, Needham, 
and Frederick W. Bird, Boston, were 
retained as secretary and treasurer, re- 
spectively. Directors elected were: Mr. 
Libby, C. J. Gidley, New Bedford; 
Thomas Grey, Providence; Leo Simard, 
Holyoke, Mass., and John S. Kennard, 
Boston. 

Activities began at 9.30 a.m. when a 
party of sixty traveled to ‘Taunton, 
Mass., to make a trip through the plant 
of the Reed & Barton Corp., manufac- 
turers of silverware since 1806. Col. 
Arthur Ashworth, vice-president and 
general manager, and J. H. Martin, vice- 
president in charge of sales, extended 
a warm welcome. After a luncheon in 
the company’s recreation room the jewel- 
ers were guided through the factory by 
company executives who answered a 
great many of their questions. 

The afternoon session was addressed 
by Dr. Edward Wigglesworth, director 
of the Boston Museum of Natural His- 
tory, who spoke on gems. John S. Ken- 
nard, Boston jeweler, spoke on “Pub- 
licity and Merchandising.” Methods of 
guarding against robbery were described 
by Inspector Max Singer, of the Boston 
police. Charles T. Evans, secretary of 
ANRJA outlined the plans for the asso- 
ciation convention and the joint 
ANRJA-NACJ trade show to be held 
in New York in August. 


Westchester Jewelers Hold Frolic 


New Rocuertre, N. Y.—The second 
annual dinner dance of the Westchester 
Association of Jewelers, at Glen 
Island Casino, Sunday evening, May 
19, was attended by nearly 300 members 
and guests. 

Guests of honor at the head_ table, 
presided over by Elmer Hildreth, pres- 
ident, were: Phineas Peters, chairman 
of the Executive Board of the Retail 
Jewelers Associations of Greater New 
York; C. M. Bradbury, president of the 
Associated Credit Jewelers of New York 
and New Jersey; Henry Astor, presi- 
dent Metropolitan R.J.A.; B. H. 
Schwartz, president, Long Island R.J.A.; 
John Schwartz, president, Bronx R.J.A., 
and William Wagner, chairman of the 
Jewelers Enforcement Committee. These 
and a few other men prominent in the 
jewelry field were introduced to the 
diners, but speeches were dispensed with 
and the evening was given over to an 


excellent entertainment and _ dancing. 
General chairman in charge of the 
event was Leonard Talner, New Ro- 


chelle, assisted by Maybelle Beerman, 
Yonkers, reception chairman; Harry 
Gerber, White Plains, ticket chairman; 
5S. A. Reyman, Port Chester, N. Y., 
chairman of the arrangements, and Vic- 
tor Ross, treasurer. 
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"Jewelers Own" Fire Insurance 
Company's Assets Up 50 P.C. 


Osuxosu, Wisc.—Policyholders in the 
National Jewelers Mutual Fire Insur- 
ance Co., “the jeweler’s own,” learned 
at the annual meeting, held here, May 
8, that assets have been increased almost 
50 per cent during the past ten years 
to the amount of $290,810, and had in- 


Leonard M. Nelson, 
who has been named 
president of the 
Jewelers’ Mutual Fire 
Insurance Co. He is 
also vice - president 
of the Wisconsin 


R.J.A. 


creased its surplus over all liabilities 
almost 100 per cent to the sum of 
$230,742, making it one of the strongest 
class mutuals for its size in the country. 

Leonard M. Nelson, head of the 
jewelry firm of O. M. Nelson & Son, 
Madison, Wisc., who had served for 
many years as director and vice-pres- 
ident was advanced to the presidency, 
succeeding the late William H. Upmeyer, 
president of the company since its in- 
ception in 1913. 

Henry F. Stecher, Milwaukee, John 
P. Hess, Fond du Lac, and Iveaux W. 
Anderson, assistant secretary, were re- 
elected directors. The other officers and 
directors are: J. H. Stouthamer, vice- 
president, Milwaukee; A. W. Anderson, 
Neenah, secretary; J. R. Chapman, Osh- 
kosh; T. J. Dale, Kenosha; E. R. Fuchs, 
Milwaukee, and John P. Hess, Fond du 
Lac. 


Herschede Heads GLA. Governors 


Montreat — Edward F. Herschede, 
C. G., of Frank Herschede Co., Cincin- 
nati, was elected chairman of the Board 
of Governors of the Gemological Insti- 
tute of America, meeting here April 24 
and 25. He succeeds George C. Brock 
of Brock & Co., Los Angeles, who was 
elected secretary, the post formerly 
filled by Mr. Herschede. 

Henry G. Birks, general manager of 
Henry Birks & Sons, Ltd., was named 
vice-chairman of the board, to which 
C. ¥.. Josephson, Jr C. G, of C. I. 
Josephson, Moline, Ill.; H. Paul Juer- 
gens, of Juergens & Anderson, Chicago, 
and F. A. Maier were elected, the latter 
to succeed the late H. A. Maier. 

Arrangements for a _ gem- testing 
laboratory in Boston, in charge of Dr. 
Edward Wigglesworth, were approved. 


Booklet Describes Great Diamonds 


“Famous Diamonds of the World” is 
the title of an entertaining, fact-jammed 
booklet of 62 pages recently prepared 
by Robert M. Shipley, president of the 
Gemological Institute of America, as- 
sisted by Anna M. Beckley, historian 
and former reference librarian of the 
I.os Angeles Public Library. 

Thirty-three of the world’s great dia- 
monds are pictured and described. The 
text carefully separates legendary from 
thus 


known _ history, avoiding many 
errors which are all too common in 
much of the popular writings about 


these gems. 
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Research Group Meets in Montreal 
After Touring Detroit Factory 


Monvreat, Can.—The Retail Jewelers 
Research Group, comprised of less than 
a score of the foremost American 
jewelry firms, held its first conference 
under the Union Jack, April 21 to 25, 
at the Mount Royal Hotel, here, as 
guests of the great Canadian jewelry 
firm of Henry Birks & Sons Ltd. 

These jewelers, from all parts of the 
country, who freely exchange facts and 
figures about their operations, devoted 
all their time to discussions of mer- 
chandising, advertising policies, insur- 
ance, taxation, turn-over, mark-up, and 
expense budgets, particularly the in- 
crease in so-called uncontrollable expense 
items. A matter of some concern to the 
members was the tremendous increase 
in taxes that has taken place within the 
last ten years, as well as the staggering 
total of unpaid taxes represented by the 
public debt. 

Burton Joseph, of S. Joseph & Sons, 
Des Moines, Ia., was elected chairman 
for the next year, and Frank Maier, of 
Maier & Berkele, Inc., Atlanta, Ga., was 
elected secretary. 

The group met first in Detroit on 
April 20, where Wright, Kay & Co. en- 
tertained at a luncheon in the Presi- 
dential suite of the Book-Cadillac Hotel. 
Afterwards they toured the plant of the 
Traub Mfg. Co. to follow the manu- 
facture of Orange Blossom rings, and 
also to observe the remarkable technique 
for grading diamonds developed by 
Traub in cooperation with the Gem- 
ological Institute. The Canadian Pa- 
cific R.R. provided two private cars for 
the trip to Montreal, and later to Que- 
bec. 

Those participating were: Walter B. 
Jaceard, Jaccard Jewelry Co., Kansas 
City, Mo.; Edward F. Wright, and Percy 
K. Loud, Wright, Kay & Co.; Norman B. 
Hardy, Hardy & Hayes Co., Pittsburgh; 
William G. Thurber, Tilden-Thurber, 
Inc., Providence, R. I.; Felix A. Berner, 
J. B. Hudson Co., Minneapolis, Minn.; 
Leo J. Vogt, Hess & Culbertson, St. 
Louis, Mo.; Henry Hausmann, Haus- 
mann, Ine., New Orleans, La.; Oscar C. 
Homan, C. B. Brown Co., Omaha, Nebr.; 
Myron Everts, A. A. Everts Co., Dallas, 
Texas; E. F. Herschede, Frank Her- 
schede Co., Cincinnati, O.; Wilson A. 
Streeter, Bailey, Banks & Biddle, Phila- 
delphia; Stanley S. Smith, Bagley & Co., 
Inc., Duluth, Minn.; Cliff I. Josephson, 
C. I. Josephson, Moline, Ill.; Robert G. 
Esser, Louis Esser Co., Milwaukee, 
Wisc.; Robert H. Bromberg, Bromberg 
& Co., Birmingham, Ala.; William M. 
Birks, J. H. Birks, Earle E. Gallagher, 
Ralph R. Johnson, George V. Cavey, J. 
Lovell Baker and Aubrey G. Boland, 
all of the Birks firm, and Burton Joseph 
and Frank Maier. 


Dayton Has New Auction Rule 


Dayron, O.-A city ordinance en- 
tirely prohibiting jewelry auction sales 
having been declared unconstitutional, 
the City Commission on April 24 passed 
« new measure aimed to license and 
regulate such auctions. The new code 
provides for a $50 annual license fee for 
the privilege of conducting auctions, 
and limits auctions under one license to 
a maximum of 30 days in a year. 

Purchasers claimed that merchandise 
which was represented at auctions as 
original stock of the store was really 
“fill in” merchandise. 





NW.J.A. Meets in Chicago June [3-14 


for 33rd Annual Convention 





LLOYD G. PATTEE 





An Invitation from President Lloyd G. Pattee 

“The problems to be discussed at the forthcoming convention of the National 
Wholesale Jewelers Association, at the Edgewater Beach Hotel in Chicago, June 13 
and 14, are extremely important to all wholesalers and to all manufacturers who dis- 
tribute through wholesalers. We sincerely believe no wholesaler or manufacturer 
could spend such a limited amount of time more profitably or to better advantage 
than by attending the convention. 

“Speakers of wide reputation have accepted places on the program, and, as in the 
past, ample time has been set aside for group meetings where those interested may 
have an opportunity to discuss distribution problems involving such individual lines 
as clocks, silver, watches and jewelry.” 











Program of the N.W.J.A. Convention 


THURSDAY, JUNE 13, 10 A.M. 

General Meeting—Convention called to order by President 
Pattee. Annual address of the president, Lloyd G. Pattee, 
S. H. Clausin & Co., Inc., Minneapolis. Report of the secre- 
tary, George A. Fernley, Philadelphia. 

Addresses and remarks: “The Business Outlook,” Dr. 
Melchior Palyi, Central Life Insurance Co. of Illinois, Chi- 
cago; “What Steps Can the Wholesaler Take to Minimize 
Overtime Payments Under the Wage and Hour Law?”, James 
H. Hetzel, Eisenstadt Mfg. Co. St. Louis; ‘“Wholesaler- 
Manufacturer Relations,’ Arthur P. Care, chairman, commit- 
tee on wholesaler-manufacturer relations, E. W. Reynolds 
Co., Los Angeles; “Wholesaler-Retailer Relations,” C. B. 
Clausin, chairman, committee on wholesaler-retailer relations, 
S. H. Clausin & Co., Inc., Spokane, Wash.; “Government 
Competition with Retailers,” Leon J. Engel, J. Engel & Co., 
Ine., Baltimore; “The Future of Gold,” A. Blustein, Blustein 
Co., Inc., Washington, D. C., and “The Sale of Merchandise 
to Employees by Employers in Wisconsin,” A. C. Possin, 
Boszhardt-Possin Co., Milwaukee. 

Appointment of resolutions committee, announcement of 
members of the nominating committee, general announce- 
ments, adjournment. 


THURSDAY, JUNE 13, 2 P.M. 


General conference on conditions surrounding the distribu- 
tion of individual lines. 

(Note—At this session attendance is limited to active and 
associate members. The chairmanship of the meeting will 
rotate according to the following and members should con- 
fine their remarks to the line under discussion.) 

2 to 2:45 P. M., Clocks and Swiss waiches, J. F. Mansfield, 
J. F. Mansfield Clock Co., New York, and Abraham S. Braude, 
Emil Braude & Sons, Chicago, co-chairmen. 

2:45 to 3:15 P. M., Materials and supplies, William G. 
Swartchild, Swartchild & Co., Chicago, chairman. 


N.W.J.A. officers are: President, Lloyd G. Pattee, S. 


3:15 to 4:30 P. M., American watches, J. T. Montgomery, 
M. A. Mead & Co., Chicago, chairman. 
Announcements and adjournment. 


THURSDAY, JUNE 13, 7 P. M. 
Thirty-third annual banquet, Marine dining room 


FRIDAY, JUNE 14, 9:30 A. M. 

General conference on conditions surrounding the distribu- 
tion of individual lines. 

9:30 to 10:45 A. M., Sterling silver and plated ware, Walter 
Mayer, The Wallenstein-Mayer Co., Cincinnati, chairman. 

10:15 to 11 A. M., Diamonds, Harold Alberts, I. Alberts’ 
Sons, Inc., Boston, chairman; Remarks, “The Effect of the 
European Situation on the Diamond Market,” by Mr. Alberts. 

11 to 11:45 A. M., Jewelry, card goods and rings, Charles 
G. Brown, Stein & Ellbogen Co., Chicago, chairman; Remarks, 
“The Manufacturer’s Responsibility to the Wholesaler,” by 
Max Barkan, M. B. Barkan Co., Milwaukee, and “The 
Distribution of Jewelry Under the Fair Trade Laws,” by 
EK. F. Boes, The Ball Co., Chicago. 

11:45 A. M. to 1 P. M., Report of membership committee, 
A. C. Wallenstein, The Wallenstein-Mayer Co., Cincinnati, 
chairman. 

General discussion of overhead expense figures for 1939, 
discussion of Wage and Hour Act, adjournment. 


FRIDAY, JUNE 14, 2 P.M. 

Opening remarks by President Pattee. Report of treasurer, 
Joseph B. Bechtel, Joseph B. Bechtel & Co., Inc., Philadelphia. 
Reports of resolutions and nominating committees. Election 
and introduction of new officers. Unfinished business. New 
business. Adjournment. 


SATURDAY, JUNE 15 


Individual conferences and visits with Chicago manufac- 
turers and wholesalers, golf, etc. 


H. Clausin & Co., Minneapolis; vice-presidents, Arthur 


P. Care, E. W. Reynolds Co., Los Angeles; Harold Alberts, I. Alberts’ Sons, Boston; Silas B. Reagan, Bald- 
win-Miller Co., Indianapolis; immediate past president, Arthur E. Manheimer, Chicago; treasurer, Joseph B. 
Bechtel, Joseph B. Bechtel & Co., Philadelphia; secretary, George A. Fernley, and assistant secretary, H. R. 
Rinehart, both of Philadelphia. Advisory board members are: George H. Edwards, Edwards-Ludwig-Fuller Jewelry 
Co., Kansas City, Mo.; Louis Sickles, Philadelphia; R. J. Petersen, Petersen, Max & Co., Buffalo; A. L. Ellbogen, 
Stein & Ellbogen Co., Chicago, and H. L. Carpenter, The Albert Walker Co., Providence. Executive committee 
members are: Charles A. Moore, Moore, De Grazier Co., Dallas; A. C. Wallenstein, The Wallenstein-Mayer Co., 
Cincinnati; R. Dix Edwards, Edwards-Ludwig-Fuller Jewelry Co., Kansas City; C. B. Clausin, S. H. Clausin 
& Co. Inc., Spokane; Frank J. Heyne, Heyne & Groves, Inc., Toledo; William G. Swartchild, Swartchild & 
Co., Chicago; John G. Leiner, Benj. Allen & Co., Chicago; H. B. Hallett, J. L. Teeters & Co., Lincoln; Roy 
H. Moore, Ewing Bros., Atlanta; J. J. Schmuckler, J. J. Schmuckler & Son, New York; Harry Greenwold, 
Greenwold-Grift Co., Cincinnati; A. H. Ficken, The A. H. Ficken Co., Cleveland; Mead Montgomery, M. A. 
Mead & Co., Chicago, and W. Merritt Hurlburt, H. O. Hurlburt & Sons, Philadelphia. 
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NIEMEYER 40 YEARS WITH HANDY & HARMAN 


At a luncheon in the Drug & Chemical Club, New 
York, Handy & Harman paid tribute to their president. 
G. H. Niemeyer, who on May 1 celebrated his 40th an- 
niversary with the company. 

The luncheon was attended by 26 members of the 
Handy & Harman organization, including company 
officers, heads of departments and senior salesmen. C. W. 
Handy, chairman of the board of directors, speaking 
for the officers, presented Mr. Niemeyer with a hand- 
some silver and onyx desk clock to commemorate the 
occasion. 

Previously, at the company offices, J. C. Travis, as- 
sistant to the president, had presented a sterling silver 





"Gus" celebrates his ‘first 40" years with Handy & Harman 


tray from the directors, officers and employees, congratu- 
lating Mr. Niemeyer on completing his “first 40 years” 
with Handy & Harman. Among the speakers at the 
luncheon was Mr. Niemeyer’s first “‘boss,’ H. H. De- 
Loss, a director of the company and a former vice-presi- 
dent, now retired, who recalled many interesting experi- 
ences in Mr. Niemeyer’s early career. 

Starting as an office boy in Chicago, Mr. Niemeyer’s 
ability, energy and high sense of business principles 
brought him recognition and steady advancement in the 


Officers,’ directors’ and 
employes’ representa- 
tives’ signatures deco- 
rate this sterling silver 
tray given Mr. Niemeyer 
in token of his long ser- 
vice with the company. 





company. At 19 he became the company’s first sales- 
man. In 1915 he was appointed manager of the com- 
pany’s New York plant—then sales manager, later vice- 
president in charge of sales, vice-president in charge of 
production and sales and in 1938 he became president. 

During these years, influenced greatly by his efforts, 
Handy & Harman have grown to an outstanding position 
as suppliers of silver and gold to the arts and industries 
and as refiners of precious metals. Handy & Harman 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for June, 1940 


were established 73 years ago in the year 1867. 

Mr. Niemeyer’s accomplishments with the Jewelers’ 
Vigilance Committee, of which he is chairman, are well- 
known, and his efforts toward developing industry stand- 
ards are appreciated by those who have had the good of 
the industry at heart. Mr. Niemeyer is also a member 
of the executive committee of the Jewelry Industry 
Publicity Board, a past president of the Jewelers Board 
of Trade, chairman of the board of trustees of the 
Brotherhood of Traveling Jewelers, past president of 
the Jewelers Security Alliance, chairman of the board 
of directors of the 24 Karat Club of New York, director 
of the American Jewelers Protective Association and a 
member of the educational advisory board of the Gemo- 
logical Institute. He is also president of Handy & Har- 
man of Canada, Ltd. 

Among speakers at the luncheon were R. H. Leach, 
vice-president; H. W. Boynton, treasurer, and H. W. 
Spaulding, secretary of the company. 

Though still young, Mr. Niemeyer is the oldest mem- 
ber of the Handy & Harman organization in years of 
service, although there are a number of others who are 
close to the 40-year mark. 


IMPRESSIVE BUT INEXPENSIVE 





This window display of cultured pearls that stopped 
passersby with its magnitude and elaborateness, yet cost 
the store only $7.50, was recently shown by Jenkins & 
Co., Richmond, Ind. 

Focal point of the display was a model of the San 

Francisco Bay bridge and the Tower of the Sun at the 
San Francisco World’s Fair made entirely of cultured 
pearls. These were loaned for the occasion by the Im- 
perial Pearl Syndicate who had created them for their 
exhibition at the World’s Fair and have kept the models 
intact for display in retail stores. The city backgrounds 
at either side and the clouds at the back were painted on 
wall board, and cut out in silhouette—cost $6.50. Ramps 
leading to the bridge were of the same material—cost 
50 cents. A blue velvet curtain already on hand was 
used as a back drop, and the floor was covered with mir- 
rors from stock to simulate water, on which piles of 
sand were placed to make islands covering the joints. 
One sack of sea sand costing 50 cents was used. Total 
$7.50. 
A considerable number of cultured pearl pieces was 
shown, each fully described and plainly priced. A sub- 
stantial number of sales resulted ranging as high as $50, 
though the main volume was on a $15 number which 
seemed to catch the popular fancy. 











Are you doin 


ID you 


ever know 


one of those 


fellows who's 


always on hand for a lunch or a drink when the 
other fellow is buying, but always has a convenient fit of 
absent-mindedness when it’s his turn to reach for the 


check ? 


He may be a swell guy in lots of other ways, but you 


know how you feel about him? 


people feel that way about you. 
What we’re leading up to is this. The Jewelry Indus- 
try Publicity Board is creating business for everybody 


ALASKA 
Ketchikan 
Pruell’s Gift Shop 


ALABAMA 
Birmingham 
Bromberg & Co. 
Jobe-Rose Jly. Co. 
Mobile 
Goldstein, 

Sons, Inc. 
Montgomery 
Klein & Son 


ARIZONA 
Arizona R. J. Assn. 
Phoenix 
Daniels Jly. Co. 

Rogers Jly. Co. 
Rosenzweig, I. & Sons 
Tueson 

Daniels Jly. Co. 
Goldberg's 

Greenwald & Adams Jlrs. 


Julius «& 


CALIFORNIA 

Anaheim 

Loly, Victor G. * 
Beverly Hills 
Gershgorn & Co., Ine. 
Coalin 

Petty, Dee 

olten 

Cosgrove, E. W. & Cv. 
Fresno 

Nielsen, Niel 
Huntington Park 
Dayton, C. A. 

Long Beach 

Boyson Jly. Co 
Lewis, C. C., Jly. Co. 
Los Angeles 

Brock & Co., Inc. 
Slavick Jly. Co. 
Martinez 

Beard’s Jly. & Gifts 
Ontario 

Wight, Edgar 
Pasadena 

Hall, J. Herbert, (+ 
Walton & Co. 
Sacramento 

*Monk, Thos. B 
United Jlrs. 

San Diego 
Jessop, J., & Sons 
Kerrigan, Geo. 
*Ware, J. W. 
= ob anaes 


Dodder, Marion I’. 
Vallejo 

Meyer Jly. Co. 
Wilmington 
Howell, Paul D. 


COLORADO 
Denver 
Bohm-Allen Jly. Co. 
Pohndorf’s 
Syman Bros. Jly. Co. 
Grand Junction 
Garing Bros. 


CONNECTICUT 
Bridgeport 
Davis & Hawley Co 
Reid, Henry C. & Son 
Reid & Todd, Inc. 
Hartford 
Kohn, Henry & Sons, Inc. 
Lux, Bond & Green 
Michael’s-Conn. & R. I. 


Stevens, Philip H. Co., 
Ine. 

Meriden 

— Fred, & Sons, 
In 

Middietown 


Atwell, R. J. 

New Britain 

Le Witt, M. C. 

New Haven 

Durant’s 

Roekville 

Mitchell, Albert B. 
Waterbury 

Vierpont, W. E Ine. 


DELAWARE 
Wilmington 
Collins, Howard K. 
Montgomery, J. 'T. 


DIST. OF COLUMBIA 
Washington 

Hermann, Chas. F. 
Kahn, A., Ine, 


FLORIDA 
Florida, R. J., Assn. 
Clearwater 
Tilley Jly. Co. 

Fort Lauderdale 
Kohlhousen, Wm, 
Jacksonville 

Smith, Sterling FE. 
Miami 

*‘Jewelcraft”’ 
Maynard-Page 

Orlando 

Lawton, G. W. 

Palatka 

Underwood Jly. Co. 
Pensacola 

ilebash Jly. Co. 

St. Petersburg 

Watters, Bruce 

Tampa 

\dams-Magnon Jly. Co. 
Beckwith-Range Jly. Co. 


GEORGIA 
Georgia R. J. Assn. 
Atlanta 
Bennett. Claude S., Ine. 
Boockout’s 
Boone, John W. 
Freeman, Myron E. & 


ro. 
Holzman’s, Inc. 

Maier & Berkele, Inc. 
Schneider & Son 
Augusta 

Schweigert, Wm. & Co. 
Columbus 

Elebash Jly. Co. 

Macon 

Cook, Tom Jly. Co. 
Williams Jly. Co. 
Newnan 

Banta, Harry S. 

Rome 

Brock’s 

Savannah 

Friedman’s Jlrs., Ene. 


IDAHO 
Lewiston 
“Haines, Marion L. 


ILLINOIS 
Alton 
Brandenberger, Louis 
Belleville 
*Knapp Jly Co. 
Chicago 
Hotz, Ferdinand 
Lackritz, Paul N. 
"Lambrecht, Wm. & Son 
Spaulding-Gorham 
Chicago Heights 
Yaseen, Harry W. 
Dixon 
Trein, Wm. E. 
East St. Louis 
Zerweck Jly. Co. 
Evanston 
*Nelson, Lee 
Kankakee 
tuff & Wolf Jly. Co. 
Moline 
Josephson, C. I. Jirs. 
Wilmette 
Pagliarulo, D. 


INDIANA 
Bedford 
Smith. T. A. (Mrs.) 
Bloomington 
Williams, Ed. 

Fort Wayne 
Koerber, Robert, Inc. 


IOWA 
Burlington 
Rapp, Edward 
Cedar Rapids 
Boyson Jly. Co., Ine. 
Prastka, Louis A 
Star Jly. Co. 


Moral: 


don’t let other 


Davenport 

Jansen, C, 

Samuels, The, Co. 
Decorah 

Soukup, Martin J. (Mrs.) 
Des Moines 

Joseph, S. & Sons, Ine. 
Plumb Jly. Store 


Fort Dodge 
Kirkberg, H. ©. 
lowa City 

Hands, J., & Son 


Sioux City 
Thorpe & Co. 


Sumner 

Kobinson, F. Ray 

Vinton 

Bills, J. A., & Son 
KANSAS 

Fort Scott 

Prager, D. & Sons 

Great Bend 


Morrison, Clarence EK. 


ays 
Tholen Jly. Co. 


Kansas City 

Helzberg’s Diamond Shop 

Topeka 

*‘Wolf’s Jlrs. 
KENTUCKY 

Louisville 

Geiger & Ament 

Russe 

Fredeking & Flanagan 
LOUISIANA 


New Orleans 

Adler, Coleman E., & 
Sons, Inc. 

Bernard & Grunning 

Hausmann, Ine. 

Miller, Leo 

White Bros. Co. 


Rodessa 

Rodessa Jly. Co. 
AINE 

Portland 


Merrill, J. A., & Co., 


Inc. 
Springer, Geo. T., Co. 


MARYLAND 
Baltimore 
Armiger, The James lk., 

Co. 

Kirk, Samuel & Son 
Lakein Jly. Co., Ine. 
Levi, Leon, Est. of 
Morstein’s 
Schwarz, H. J. 


Easton 

Lomax, Calvin 

Oakland 

Shaffer, L. B. 
MASSACHUSETTS 

Boston 

Hodgson, Kennard «& 
Co., Ine. 


Long, Thomas Co. 
Shreve, Crump & Low Co. 
Smith Paterson Co. 
Stowell, A.. & Co. 
Trefry & Partridge 
Widmer, Frederick T 
Clinten 

Steward & Heney, Inc. 
Fall River 

Aimy. Albert B. 
Mullen Bros. 
Framingham 

Robertson, David A. 
Great Barrington 

Van Vorst, E. B. 


Holyoke 

Simard, Leo J. 

Lowell 

Ricard’s Jly. Gift Store 
Lynn 

Raye, Fred EF. 
Milford 

Lilley, E. F., Co. 
Needham 


Peterson's, Ine, 

New Bedford 

Olympia Jly. Co. 

Salem 

Low, Daniel, & Co., Ine, 
Springfield 


your share? 


in the jewelry industry, including yourself. 


money to carry on that work. 
You're sitting at the table—you're getting your share 


of the benefit—isn’t it up to you to pay 


of the check? 


It costs 


vour share 


The people whose names are listed below have done 


so, up to May 


fortable to have 


1940. 


your name there too? 


Wouldn’t you feel more com- 


Then put it 


there. Send your check today to the Jewelry Industry 
Publicity Board, 366 Fifth Ave., New York, N. Y. 


RETAIL JEWELER CONTRIBUTORS 


‘True Bros. 

Worcester 

*Anderson, Knut L., Co., 
Ine. 

Sharfman, N., & Son, 

Inc. 


MICHIGAN 
Battle Creek 


Nehmer, Albert 
Detroit 


Schaldenbrand, Fred C. 
Traub Bros. & Co. 
Wright, Kay & Co., Ine. 
Flint 

Wethered-Rice Co. 
Grand Rapids 

Herkner Jly. Co. 
Jackson 

Bugg, W. W., Inc 

Mt. Clemens 

Green, M. L. & Son 


MINNESOTA 

Duluth 
Bagley & Co., Ine. 
Hibbing 
Geary Jly. Co. 
Minneapolis 
— 2. o., 

yg. Harry F., & Son 
a. Jly. Co. 
Weld & Sons 
St. Paul 
Bullard Bros., Co. 


MISSISSIPPI 
Greenwood 
Stein Jly. Co. 


-MISSOURI 
Missouri R. J. Assn. 
Jefferson City 
Dallmeyer, Phil A. 
Jobe, Albert 
Porth’s Jly. Store 
Stegmaier, O. C. 
Joplin 
Butterfield, H. G. 
Kansas City 
Jaceard Jly. Corp. 
Mace’s 
Mexico 
Pilcher Jly. Co. 

St. Louis 

Blust’s 

Don Jly. Co. 

Drosten Jly. Co. 

Easton Loan & Mere. Co. 
Heffern-Neuhoft Jly. Co. 
Hess & Culbertson Jly. 


Co. 
Koke, Henry A., Jly. & 
Opt. Co. 
*Mennenmeyer, Oliver J. 
Mermod, Jaccard-King 
Jly. Co. 
Nickl & ‘Sons Jly. Co. 
Selle Jly. Co. 
Smith Jly. Co. 
Weber, Geo. L., Jly. Co 
Wehmueller-Hamilton 


Jirs. 

Trenton 

Pennell, W. E., Jly. Co. 
_ MONTANA 

Billings 


KXoppe 7 Co. 

Moore, Ray 'T. 
Roundup 

Bennett, F. C., & Co. 


NEBRASKA 
Nebraska R. J. Assn. 
Grand Island 
Meyer, August & Sons 
Hastings 
Kruce’s Jly. Store 
Omaha 
Brown, CC. B., Co. 
Combs, R. L., & Sons 


Smith, The A. F., Co., 


Ine, 
NEVADA 
Reno 
Herz, R. & Bro., Inc. 


Subscription expired April 30, 1940 
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NEW NANPOUIRE | 
A eumeunane R. 


a. 

Vancore, Fred G, 
Concord 

Fickett, W. L., Co. 
Nelson, N. C., Co. 
Stuart, G. W., & Co. 
Dover 

McClintock, E. R. 
Hanover 

Coburn’'s 

Laconia 

*Kassner, M. J. 
Nashua 

de Montigny, A. 
Portsmouth 
*Duncan, A. B. 
Woodville 
MeAllister, S. F. 


NEW JERSEY 

Asbury Park 
*Vogue Jirs., Inc. 
Atlantic City 
*‘Schoppy, Wm. 
East Orange 
Black, Starr & Frost- 

Gorham, Inc. 
Jersey City 
*Kost & Baird, Inc. 
Montelair 
Henke’s, Ince. 
Morristown 
Haimann, Louis 
Newark 
Busch & Sons, Ine. 
Rich, Wm. S8., & Son, 


Wiss ‘Sons, Inc. 


*Bush & Walsh 
Red Bank 

Reussille’s 

Ridgewood 

*Weber, Bertrond A. 
Trenton 

Croasdale & Englehart 
Union City 

*Reichel, A. €. 

West New York 
*Joseph’s Jly. Store 
Rad, L. J. 


NEW MEXICO 
Albuquerque 
Duran, Joseph D. 
Fogg Jly. 
Mindlin, Frank Co. 
Glovis 
May Bros. Jly. Co. 
Roswell 
Huff’s Jly. Store 
Santa Fe 
Spitz, S. Jly. & Gift 
Shop 
NEW YORK 

N. Y. State Retail Jirs. 

Assn. 
Albany 
Marston & Seaman 
Binghamton 
Darrow-Davis, Inc. 
Brooklyn 


Bie, Juell M. 


Peters, M. G., & Bros. 
Buffalo 

Hammond, Harlow K. 
Canandaigua 


Campbell, Leroy M. 
Clifton Springs 
Bosshart & Morphy 
Gloversville 
*Norton, A. D., Co. 
Hoosick Falls 
McEachron, J. H. 
Ithaca 


Heggie, R. A., & Bro., 
Co. 

Jackson Heights 

Bailey's, Ine. 
Benton, Glen G. 

Jamestown 

Bassett, E. F. 

Johnstown 

*Ten Eyck, Chas. I’. 
Kingston 

Safford & Scudder 

New York 


Alvin, The, Corp. 
Barthman, Wm. 
Black, Starr & Frost- 
Gorham, Ine. 
Brout Credit Jirs. 
Cartier, Inc. 
Frisch, Edmond E. 
Gubelin, E., Inc. 
Hollinger, A. 
Kohn, Theodore A. 
Marcus & Co. 
“Morell, Alfred 
Perry, Warren D., Ine. 
Schlaich, Henry C, 
Tiffany & Co. 
Udall & Ballou 
Niagara Falls 
*Elbe, Max H. 
,Oneonta 
Brigham, Russell E. 
Plattsburgh 
Dodge & Frasier 
Port Jervis 
Pippitt, H. J. 
Poughkeepsie 
Wood, J. Arnold, Ine. 
Queens Village 
Jaeger, M. & Son 
Rochester 
Coster, Chas. P. 
Forsythe, Clifton S 
Greene, Spencer W. & 
Son 
Jackson, Wm. H. 
Klee & Groh 
Marks & Abramson 
ro ew Hg Geo. C., Co. 
Scheer, E. J., Ine. 
Sunderlin Co., The 
Thurston Jly. Co. 
Torrey, Harry S. 
Weisbuch, Inc. 
Weiss, S. Jly. Co.. Ine. 
Saranac Lake 
Pedroni, Henry 
Syracuse 
Frost, Ernest W. 
*Roth Jly., Inc 
Rudolph Bros., Ine. 
Tonawanda 
Daniels, Harry 
Utica 
Evans & Sons, Inc. 
Roedel, Frederic W. 
Wilcox, W. B., Co. 
Yonkers 


Ward, Chas. P., & Son 


NORTH CAROLINA 
Asheville 
Carpenter- Matthew 
Burlington 
Neese, C, F 
Charlotte 
Garibaldi & Bruns, Ine. 
VPage, Nelson, Inc. 
Durham 
Jones & Frasier Co. 
Elizabeth City 
Selig, Louis 
Fayetteville 
Henebry & Son 
Raleigh 
Neiman’s, Inc. 
Rocky Mount 
lox, James M. 
Wilmington 
*“‘Kingoff’s’’ 
Wilson 
Churchwell, M. VD. 


OHIO 
Akron 


Frank, W. J., Co 
Chillicothe 

*Henn & Henn 
Cincinnati 

Andrews, The, Loring Co. 
Getz, The, Jly. Co. 
Herschede, The, Frank 


A. Wi. 


0. 
Kampf, The, 
H., (0, 


Newstedt, Geo. 
Inc. 

Schemel’s 

von Unruh, Henry W 

Cleveland 

Ball, Webb C., Co 

Beattie, Geo. H. 

Beattie, N. W., 
Ine. 


& Sons, 
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Cowell 
a.-4 Harold M., Inc 


bu: 
Columbus Lehne, or 


tnenstine, 
= ‘on 


Thal. S. H., Inc. 
diay 

Cremes, Lester 

Painesville 

Kintnet Jly. Co. 


Par 
ote W. A. 
Toledo 


Armstrong Watch & Dia- 


mond Co. 
*Basch & Co., Inc. 


Broer-Freeman c-, me. 


Broer-Kapp Co., The 


Wooster 
shibley & Hudson 


OKLAHOMA 
Oklahoma R. J. Assn. 


Duncan 
Clayton, H. L. 


nd 

Gritz, H. 

Gklahoma City 

Clark, B. C., Jly. Co. 
Hartwell diy. Co. 
Ponea City 


Drake, John F. 


ies, F. W. 
Weatherford 
Kelley, F. L 


OREGON 
“Oregon R. J. Assn. 
Oregon City 
Burmeister & Anderson 
Portland 
Marx, Dan Co. 


ALABAMA 
Birmingham 
Standard Jly. Co. 


CALIFORNIA 
Los Angeles 
“Reynolds, E. W. 
San Francisco 
Pacifie Goldsmith 
Schussler, M., & Co. 


CONNECTICUT 
Meriden 
*International Silver Co 
Napier Co., Ine. 


Seymour 
Seymour Mfg. Co 
Wallingford 
"Wallace, R.. & Sons, 
Mfg. Co. 
DELAWARE 
Wilmington 


Kleitz, B., & Bro. Co. 
GEOR 


GIA 
Atlanta 
Ewing Brothers, Inc. 
Southern Jeweler 


ILLINOIS 
Chicago 
“A.C, Junior’ 
Ball, The, Co. 
Buss- Linthicum-'Thorson, 


Inc 
*+Hirsch, a, Co. 
Juergens & Anderson (o 
Manheimer Watch Co. 


Mead, M. A., & Co., Inc. 


Milhening, :% Inc. 
National Jeweler 
Paulson, Henry & Co. 
Son & Prins Co. 

Stein & Ellbogen Co. 
Elgin 


Elgin National Watch Co. 


INDIANA 
Indianapolis 
Baldwin-Miller Co. 
Bardach & Gran 
Goodman & Co., Inc. 


Leutovitin” sosmadd 
Gleeson Jly. Co, 


LOUISIANA 
New Orleans 
Hiller Jly. Co. 


MAINE 
Portland 
Cross. Wm. M.. Inc. 


MARYLAND 
Baltimore 
Kirk. Samuel, & Son 
Stieff, The. Co 


MASSACHUS 
Attlee USETTS 
Associated Attleboro 

Mfrs. 


Attleboro Refining Co. 
Babcock Box Co. 
Balfour, L. G., Co. 


& Hubbard Co., 


RETAIL JEWELER CONTRIBUTORS (Continued) 


Stone- Margulis 
Zell Bros., Inc. 


PENNSYLVANIA 
Allentown 
Appel, W. H. 
Bradford 


Rogalsky. H. R 

East Pittsburgh 
Yenny, Walter J. 
Harrisburg 

*Boas, C. Ross 
Hazelton 

Blumer’s 

Engle, Sylvester, Uo. 
Lancaster 

*Appel & Weber, Inc. 
Meadville 

Stone, Robert E. 
Philadelphia 

— Banks & Biddle 


«Caldwell, J. E., 
Cooper, Fred J. 
Gibbons, Wm., Store 
Lichtey’s 

Pittsburgh 

De Roy, Joseph S Sons 
De Roy. S. H., & Co. 
Grau, John C. 

*Grogan Company 
Hardy & Hayes (o. 


& Co, 


Mallinger, D. S., & Co. 

Roberts, John M., & Son 
0. 

Unger, Max 

Wattles. W. W., & Sons 
Co., Ine. 

Pottsville 

*Green’s, Roberts C., Son 

Reading 


Diller, Wm. H. 
Reading, Pa., Jirs. Guild 
Scranton 

Rogers Jly. Co 
Shenandoah 

Levit. Sol 


Wilkes-Barre 
Clark, Frank 
York 

*Bayer, Frank G. 
Fluhrer, Wm. 


RHODE ISLAND 
Providence 
Foster, J. A., Co. 
*Gray, Thomas B. 
Tilden-Thurber, Corp. 


SOUTH CAROLINA 
So. Carolina R. J. Assn. 
Anderson 
Cochran Jly. Co. 
Charleston 
*Adams & Ortman 
Cart, W. P. Co., Ine. 
Columbia 
Lachicoite, P. H., 
Sylvan Bros. 
Greenville 
*Smithwick Jewelers 
Spartanburg 
Kosch’s 
Sumter 
Fishel’s Jly. Store 


SOUTH DAKOTA 
Rapid City 
Levinson, J. J. 


TENNESSEE 
Chattanooga 
Edwards & Le Bron 
Fisher Co., The 
Steinhoefel. Albert F. 
Templeton’s 
Columbia 
Cotham, Wm. H. 
Jackson 
*Jackson, Lawrence P. 
Johnson 
Beckner’s 
Knoxville 
Kimball's 


& Co. 


Memphis 

Brodnax, George T. 
Mulford Jly. Co. 
Nashville 

Jensen & Jeck Co. 


TEXAS 
Beaumont 
Gem Jly. Co. 
Brenham 
Bronenkant Jly. Store 
Dallas 
Everts, Arthur A., Co. 
Linz Bros. 
Fort Worth 
Haltom’s 
Houston 
Houston Watch Co., Ine. 


Lubbock 

Anderson Bros. 
Overton 

Osborne, H. N. 
Pecos 

*Ruhlen, Ted 
Port Arthur 

Gem Jly. Co., ‘The 
San Antonio 


MeNeel Jly. Co. 
Shaw’s Jly. Co. 
Victoria 
Barnes, Bill 


ac 
Armstrong’s Jlrs. 


VERMONT 
Bellows Fails 
Cote, Napoleon O. 
Brattleboro 
Vaughan & Burnett, Ine. 
Burlington 
Preston, F. J., Ine. 
Rutland 
Howard. F. B., Co. Ine. 
Vergennes 
Bristol, W. H. & W. 8. 


VIRGINIA 
Virginia R. J. Assn. 
Bristol 
Kyland, D. B., & Co., 

ne. 
East Radford 
Fisher, J. B. 
Lexington 
Hamric & Smith 
Lynchbur 


Barclay & Sons 
Petersburg 
Gellman’s, Inc. 
Holt, Mark E. 
Lauterbach, C. F., 
Portsmouth 
Cooper's, Ine. 
Sherwood, C. S., Ine. 
Richmond 

Burton, R. A., Co. 
Kohler, J. F., & Sons 
Schwarzchild Bros., Inc 
Spilling’s 

Roanoke 

Fink’s 

Henebry & Son, Ine. 
Moose & Bent 

Pflueger, Arthur S. 
Staunton 
Lang, H. L., 
Waynesboro 
Gloutier. H. N. 


& Sons 


& Co, 


WASHINGTON 
Aberdeen 
Crothers 
Bremerton 
Jorgen 


Seattle 
Cohn, Gus 
Hardy’s 
Spokane 


MANUFACTURER AND WHOLESALER CONTRIBUTORS 


Bliss Bros. Co. 

Doyle & Co. 

Finverg Mfg. Co., Inc 
Fisher, J. M., Co. 
General Plate Co. 

Guyot Bros. Co., Ine. 
Haywatu, Walter E., Cv., 


Inc 

Horton- Angel Co., Ine. 

J. & L. Tool Co. 

Knobby Krafters, The 

Leach & Garner Co., Inc. 

M. S. Company 

Makepeace, DPD. E.. Co.. 
Inc. 

Marathon Co. 

Morse, Andrews. i'o 

P. & H.. Ine. 

Pitman & Keeler 

—* WwW. Ki Ge. 


Ripley & Gowen Co., Inc 
Saart Bros. Co. 
Simmons, R. F., Co. 
Swank Products, Ine. 
Sweet Mfg. Co. 
Union Plate & Wire Co. 
W. & R. Jewelry Co. 
Wells Manufacturing Co. 
Attleboro Falls 
Mason Box Co. 
Sturdy’s, J. F., 
Boston 
De Young, J. & S. 8S. 
Kirby. Edmund W. 
Norling & Bloom Co. 
Percival, D. C., & Co. 
Saxton, E. H., Co. 
Chartley 
Kilburn, J. R., 
Co. 
Greenfield 
“Lunt Silversmiths 
Newburyport 
“Towle Mfg. Co. 
North Attleboro 
Barrows, H. F., Co. 
Blackinton, R. & Co. 
Bugbee & Niles Co. 
Cheever Tweedy & Co., 
Inc. 
General Chain Co., Ine. 
Hudson, The, Co., Ine. 
Jewelery & Cutlery 
Novelty Co. 
Le Stage Mfg. Co. 
Lindroth, A. L., Co. 
Peterson, L. S., Co. 
Webster Co. 
White, The Mfg. Co. 
Plainville 
Glines & Rhodes 
Plainville Stock Co. 
Whiting & Davis Co., 
Inc, 
Taunton 
New England Brass Co. 
“Reed & Barton 
— Pearl Works, 
ne, 


Sons Co. 


Glass 


MICHIGAN 
Detroit 
Pudrith, E. H., Co., Ine. 
Traub Manufacturing Co. 


MINNESOTA 
Albert Lea 
Northwestern Jeweler 
Minneapolis 


Clausin, S. H., & Co. 
Kiechner & Renich 
Ostbye & Anderson 
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MISSOURI 
Kansas City 
Edwards- Ludwig-Fuller 

Jly. Co. 

Kiger, C. A., Co., Ine. 
Meyer Jly. Co. 
Mid-Continent Jlr. 
Ross-Beck Co. 


Woodstock - Hoefer Watch 
& Jly. Co. 
st” Louis 


Bauman-Massa Jly. Co. 

Burke, James J., Co. 

Eisenstadt Mfg. Co. 

Maschmeyer- Richards 
Silver Co. 


NEW JERSEY 
Hoboken 
Arrow Mfg. Co., Inc. 
Maplewood 


Universal Chain wo. 

Newark 

Baker & Co. 

Barrasso & Blasi, Inc. 

Carrington Co., Ine. 

Church & Co. 

Felger, F. & F., Ine. 

Garrigus & Co., Ine. 

Gemex Co. 

Jabel Ring Mfg. Co. 

Jones & Woodland (Co. 

Krementz & Co. 

*Larter & Sons 

Lester & Co. 

*Schuman & Donchi 

Shiman Mfg. Co. 

*Wefferling, Berry, 
Wallraff Co. 


NEW YORK 
Buffalo 
Bock-Lewis Co. 
*Petersen, Max & Co. 
Star Ring Mfg. Co. 
New York 
Aisenstein-Woronock & 

Sons, Inc. 

Amber Mines, Inc. 
American Gem & Pearl 


Co. 
Baer, J. & H., Ine. 
Baskin Bros. 
Bayardi Bros. 
Belgard & Frank 
Benedict, H. R., 
Ine. 
Benrus Watch Co., Ine. 
*Binder Bros., Inc. 
(Binder) 
Bodenheimer, Lawrence 
Brown, Alpheus L. 
Casse, A. J., Ine. 
Cohn & Rosenberger, Inc. 
Concord Watch Co., Ine. 
Corbett & Bertolone 
Drilling, James A., Co. 
Eichberg & Co. 
*Felsenfeld, Jack J. 
Gordon, Sol 
*Goudvis Brothers 
Graef, Jean R., Inc. 
Gutenstein Bros., Inc. 
kh. 8S. Import Co. 
Handy & Harman, Ine. 
Harber. W. J., Co., Ine. 
*Hartzberg, J. & L. 
Hedges, Wm. S., & Co. 
Heller-Hope Co. 
Heyman, Oscar & LBros., 


Alfred L. 


& Sons, 


Inc. 
Hodes, 


Jacobson Bros. 

Jewelers’ Circular- 
Keystone 

Kaplan, Lazare & Son, 
Inc. 

Katz & Ogush 

Kauzman, Albert 

Kreisler, Jacques, Sales 


Corp. 
Lampl, Walter 
Leveridge, A. D. 


Levy, Michael, Jly. Corp. 
Leys. Christie, & Co., 
Inc. 


Loch, C. Frederick, Inc. 
Mandelbaum, Jacques, 
Inc. 


Mastaloni, Anthony 
Mayer, stugo, Co., Ine. 
Mehrlust, J. 
*Michel, 
Mikimoto, K 
Miller, clifford Ay & 
Co., Ine. 
*Miller & Veit 
Aorris, Norman M., Inc. 
Most & Fogel 
Movado Watch 
Inc. 
Nathan, S., & Co., Ine. 
Ollendorff 
Inc. 
Papazian Bros., Inc. 
Reichman Bros., Inc. 
Richardson, Enos, & Co. 
Rosenberg, Herbert 
Schuler, Geo., & Co., 


Agency, 


Ine 
Sobel & Kaleko 
J., Co. 


Somers, O. 
Starke, Edward 
Stern, I., & Co., ine. 


*Tavannes of America 

Tishman, Maurice, Inc. 

Trifari, Krussman & 
Fishel 

Wood, J. R.. & Sons Ine. 


HIO 
Cincinnati 
Gerwe-krohman Co. 
Greenwold-Grift Co. 
Gruen Watch Co. 
Klein Bros. Co. 
Oskamp Nolting Co. 


Schwab, A. G., & Sons, 
Inc. 

Silverman, 8., Co. 

Cleveland 


Burdick, H. W., Co., 


ne. 
Ficken, A. H., Co. 
Cross, J. H., & Co. 
Markowitz-Fri ‘edman, Ine. 
Merit Co., Inc. 
Zwee & Burr Co., Ine. 


OREGON 
Portland 
Butterfield Bros. 


- — 
ancas 

a s, E. F., Sons 

Hamilton Watch Co. 

*Non-Retailing Co. 

Philadelphia 

* Aisenstein-Gordon, ™ 

Bechtel, Jos. B., & Co., 
Ine. 


117 


Watch Co., 


Fulmer & Gibbons, Inc. 

Hurlburt, H. O., & Sons 

Lashof, Samuel, Inc. 

Milner, House of 

Sickles, Louis 

Pittsburgh 

*Weinhaus, 
Inc. 

Washington 

*Meyer, S. A., Co. 


Samuel, Co., 


RHODE ISLAND 
Pawtucket 
Fuller, Geo. H.. & Son 
Co., Inc. 
Providence 
A. & Z. Chain Co. 
Adams, E. A., Co. 
Albert Mfg. Co. 
Allen, John F., 
Inc. 
Alvin Corporation, The 
American Brass Co. 
American Jewelry 


& Son, 


Chain 


Co. 
Armbrust Chain Co., Inc. 
Ashley, E. H.. & Co. 
Inc. 
Atlas Findings Co. 
Automatic Chain Co. 
Ballou, B. A., & Co. 
Barker & Barker 
Blacker Bros. 
Block. Monroe & Co. 
Bridgeport Brass Co. 
Brier Manufacturing Co. 
Bullard-Pickering Co. 
C. & G. Mfg. Co. 
Carl-Art. Ine. 
Cassin, Thomas L., & Co. 
Chase Brass & Copper Co. 
Clark & Coombs Co., Inc. 
Cobb, W. R., Co. 
Concord Mfg. Corp. 
Conley & Straight, Inc. 
Cook, Dunbar, Smith Ce. 
Cook, E. N., Plate Co. 
Craven-Whittaker Co., 
Inc. 
Dieges & Clust, Ine. 
Dolan & Bullock Co. 
Dunn Brothers 
Excell Mfg. Co. 
Federal Chain Co. 
Felch & Co. 
Fiske & Conroy Co. 
Freeman-Daughaday Co. 
Fulford Mfg. Co. 
Genser Mfg. Co. 
Goldsmith Mfg. Co. 
Goldstein-Poland Co., 
Ine. 
*Gorham Mfg. Co. 
Greene, Wm. C., Co. 
wif th, R. L., & Son 
Hadley Co. 
Harvey & Otis, Ine. 
Heller & Co. 
*Holt, A.. & Co., Ine. 
Imperial Jewelry Co 
—* Seamless Wire 


‘0 
Irons & Russell Co. 
Jackel Mfg. Co., Ine. 
Kestenman Bros. Mfg. 


Kimball, R. H. 
Klein. G., & So 
& B. Jewelry Mtg. Co. 
Leach & Anthony Co. 
aw Henry, & Bro., 
ne. 


Dodson, Geo. R., Ine. 
& M. Jewelers 
Sartori’s 
Tacoma 
*Mierow’s, In 
WEST VIRGINIA 
Wheeling 
*Hancher, Chas. N. Co. 


ae 
Applet 
Pitz &  zreiber 
Kenosha 
Hubbard, C. 8. 


aCrosse 

Young. Ralph H. 

Madison 

Nelson, O. M.. & Son, 
ne. 

Wellentin & Son 

Milwaukee 

*Bunde & Upmeyer Co. 

*Esser, Louis Co. 

Fuchs, Alf. W., Inc. 

Mae Jirs., Inc. 

Rank & Motteram Co. 

Schwanke-Kasten Co., 


Inc. 
*Stark & Knobla 
Stecher, August H.,. Co. 
Nee 
Anderson, A. W. 
Haert!, Peter A. 
Nelson, W. O. 
Oshkosh 
*Konrad, John F. 
Watertown 
eg oo D.,. Co. 
West A 
Dalin, s 


American National Re- 
tail Jirs. Assn. 

*Retail Jirs. 
Group. 


Research 


Levin, Leonard Cu. 
Levy-Anderson (Co. 
Levy, N.. & Co. 
Lind, ‘tr. W., Co. 
Lisker & Lisker, Inc. 
McAlpine, Edward B. 
M.Grath, Tnos., Ine. 
eee Jeweler, 
Manufacturers Refining 
Meller, Adolf, Co. 
Metal Findings Mfrs. 
Assn. 
Micallef, A., & Co. 
Monocraft Products Co., 
Inc. 
Moore, Samuel, & Co, 
Mulchahey, Earl R. 
New England Glass 


orks 
New England Metal Co. 
Ostby & Barton Co. 
Oval Importing Co., Inc. 
Pease & Curren 
Pilling Chain Co. 
Poole, Thomas 8., Inc. 
Progress Jly. Mfg. Co. 
Providence Art Metal Co. 
hk. I. Manufacturing Co. 
— & Whytock Co., 


Rothman, Charles, Co. 
Rueckert Mfg. Co. 
Sammartino Bros. Co. 
Samsan Co. 
Scovill Mfg. Co. 
Shepard, C. E. 
Schraysshuen, Adolf 
(Universal Chain) 
Silverman Bros. 
Speidel Corp. 
Stern. Louis, Co. 
Stierle. Paul, Co.. Ine. 


T. & R. Jewelry Co. 
Taylor Box Co. 

Troob & Degnan 

Uneas Manufacturing Co. 
United Chain Co. 
Vennerbeck & Clase Co., 


Inc. 
, & H. Jewelry Co., 


ne. 
W. & W. Jewelry Co. 
Wall, A. T., Co. 
Waller, A. E., Co., Ine. 
Walker, Albert, Co. 
Watkins, D. M., Company 
Westminster Jy. Mfg. 


Co 
White, J. J., Mfg. Co. 


TEXAS 
Dallas 


Moore-De Grazior Co. 
Rudberg, Leon, Jly. Co. 
Shuttles Bros. & Lewis 


WISCONSIN 
Milwaukee 
Boszhardt-Possin, Inc. 
Kilb-Beck-Kuesel, Inc. 





Canadian Jewelers’ Assn., 
In 


c. 

De Beers Consolidated 
Mines, Ltd. 

New England Mfg. Jirs.” 
& Silversmiths’ Assn. 
Sterling Silversmiths 
Guild of America 
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K&L 


GOLD 
STANDARD 


IS 999.75 PLUS 


and other standards of fineness maintained 
in all our other metals 


FINE GOLD PLATINUM 
PALLADIUM IRIDIUM 


Ruthenium — Rhodium — Osmium — Silver 
Platinum in all degrees of hardness 
Platinum and Gold Solders 


Stamped with the K & L guarantee of Quality 


ve soucr vor K astenhuber & Lehrfeld 


— FILINGS 
ca om AND SMELTERS AND REFINERS 


PLATINUM 24 JOHN ST. NEW YORK, N. Y. 

















NYE’S | 


BRACELET | oil 


Your customers’ satisfaction and 
your own reputation are amply 
safeguarded when you use Nye’s 
specialized Oils. For Bracelet 
Watches, there’s none better than 
Nye’s Bracelet Watch Oil, a 
laboratory tested product ex- 
actly right in every respect for 
small mechanisms. 





| ar it ever Occur to you 

that a mere penny could 
possibly be the initial invest- 
ment that might lead to many 
dollars of profit daily? Jewel- 
ers in all parts of the country 
are proving it. Realizing this, 
can you afford NOT to invest 
a penny postal that will bring 
you the facts? Why not mail 





WM. F. 











one today for details on the ideas iain tea i a 
(1) BRACELET (2) WATCH niwcacuneaa 
Fr, | (3) CLOCK AND (4) ELEC- MASS 
Watch SS —z—— | TRIC CLOCK OILS. 
Gives you a print- Watch ES Master | 
ed record of the : ‘ . 


any watch and in- 
dicates the cause 
of irregularities, 
—all in 30 sec- 
onds. Ask for 


Jewelers’ Hand 
Book” 


American-Time Products, Ine. 




















WATCHWORK STONE SETTING 
580 Fifth Ave. : New York, N. Y. JEWELRY ENGRAVING 
i ; BRADLEY POLYTECHNIC INSTITUTE 
Distributor of Western Electric Watch-Rate Recorders | SCHOOL OF HOROLOGY 
| Dept. C Peoria, Ill. 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


WHERE CAN | GET—? HOW SHALL \-? 


\ 
Bx) 


| ) ay 
Ny 
| 


t 
y 
7 
: 
4 
bo) 
= 
S 
gq 
l 
~v 


assumed an intense black color. The next step is to 

oil is spoiled by keeping the bottle out where light “‘line-finish” the brass surface, by rubbing it with emery 
Have been told that it should be kept in box paper. It is important to have the lines scratched by the 
or drawer in the dark. (Question No. 5317.) L. T. F. emery exactly parallel to each other. This can be accom- 
See ties, edblned aiiin dh wi -adk plished by laying the plate on a board with a strip of 
clock oils recommend keeping the bottles containing their wood tacked to it; fold Ser ee ee block of 
oils in a light-tight box, or in a bench drawer, cus- wood ; rub the brass with this, allowing the strip on the 
tomarily. Since this is so easy to do, we see no reason board peg guide the block, to make the emeried scratch- 
lines all straight, which produces a perfect line-finish. 
Finally, the plates should be lacquered to prevent tar- 


for arguing that it need not be done, or for making 
In general there is — 
] nishing. 


ILING TECHNIC—Is it true that watch or clock 


is on it? 


tests to demonstrate the latter. 
plenty of proof that light can make chemical changes 
in substances of various kinds; and the oilmakers’ ad- peek he ; ; ; : 
vice is no doubt based on experience. Your query raises RAN( IS ENGRAVE R—W ho made the Francis — 
a question: do you follow the practice of oiling watches one machine? I think it was made in Philadel- 
from the bottle? That is, of keeping the bottle on the phia, about 25 years ago. N. I. 
bench and dipping your oiler into it when oiling your Answer—The last address obtainable of the makers 
of this machine is: Warner Mfg. Co., 1386 E. 81st St., 


(Question No. 5319.) 


work? Quite apart from the question about an effect 
of light on the oil, this is a bad practice for other rea- Cleveland, Ohio. 
sons. Every time you open the bottle, some atmospheric 
dust may get into the oil; and by the time half the oil ATCHMAKING VOCATION — For a school 
Be- project I have been asked to write an essay on the 
Where can I get informa- 


vocation of the watchmaker. 


is used, it has become polluted with foreign matter. 
tion on this subject? (Question No. 5320.) R. S. 


sides, the frequent exposure to air helps along the 
The best way is to 


thickening of the oil unnecessarily. 
have an oilcup that holds a small quantity of oil, to be Answer—A good source of information 9n,your®sub- 
filled occasionally from the bottle. This keeps your oil ject is chapter 8 in “Wishbones or Hechhence?’ 0 vece- 
supply clean, and allows keeping the bottle closed and tional guidance book by B. D. Wilhelmus, published 
(1936) by Reilly & Lee, Chicago, which you may find 
Another source is “Watchmak- 


in a dark place customarily. 
in your school library. 
ing and Watch Repairing,’ Commonwealth Vocational 


Guidance Monographs, Series A, No. 25, by Anne S 


Davis, published by Commonwealth Book Co., 80 E 
You would also find a good 





LACKED ENGRAVING—We are making up a 
number of brass plates, engraved with names of 
donors of stained-glass windows in one of our churches. 
How can the engraved letters be made black, leaving Jackson Blvd., Chicago. 
the surfaces of the plates the natural color of the metal, deal of data in the catalogs of horological schools; these 
to increase the readability of the inscriptions? (Ques- are obtainable free of* cost by writing to any of the 
tion No. 5318.) H. T. E. schools, whose addresses can be found in the advertising 
Answer—Into nitric acid, gradually drop jewelers’ columns of Tue Jeweters’ CircuLtar-KeystTone. 
shot copper (obtainable of any jewelers supply house) 
until the acid will dissolve no more. Brush this solution HRONOGRAPH CASE—lI have a very fine chrono- 
over the engraved lettering; hold the plate over heat un- graph repeater with perpetual calendar; movement 
til the acid is dried. Repeat this until the brass has only, the case unfortunately having been sold for junk. 
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You are unconditionally covered in full 


against war risks by our “blanket” 


policy. 
eee 


American manufacturers have been 
sending us their sweeps for over 50 
years, because they find our prices are 


better. 
ee @ 


Why not try us with your next barrel? 


Lees 4 
Sanders 


LTD. 
BIRMINGHAM: 18 - ENG. 


FSMELTERS. 


E FOR NEARLY A CENTURY 


Smaegeseg 


wee 


























WE BUY WE SELL 





@ SCRAPGOLD @6%% perk. @ FINE GOLD (.99975-+-) 
@ GOLD FILLED @ PLATINUM 

@ SILVER @ PALLADIUM 

@ PLATINUM @ SILVER 

@ FILINGS @ DENTAL GOLD 

@ SWEEPINGS @ JEWELERS’ ALLOYS— 
@ SOLUTIONS, RESIDUES WHITE AND YELLOW 


Representation permitted during melting and sampling. 


JOSEPH SLOVES 


Refiners PRECIOUS METALS 
149 Canal Street 


Assayers 
New York City 








BOOKS. .. « for the Skilled Watch and 
Clock Maker, the Apprentice and Student 


WITH THE WATCHMAKER AT THE BENCH $3.00 
Third Edition Donald de Carle 


Full of concisely written information on watch re- 
pairing, sensibly chosen to be practical rather than 
theoretical. 


MODERN WATCH REPAIRING AND ADJUSTING 
E. Borer $2.25 


An informative and understandable treatment of the 
newest technical and scientific improvements in the 
watch trade. 


JUNIOR WATCHMAKER A. Gideon Thisell $3.00 


A treatise on the Lever Escapement written in an 
interesting and understandable manner. 


MODERN ELECTRIC CLOCKS _ S.F.Philpott $2.75 


A complete outline of the principles, construction 
and installation of typical clock systems. 


MODERN METHODS IN HOROLOGY $2.50 


A book of practical information for young watch- 
makers—contains many illustrations. Grant Hood 


PRACTICAL BALANCE AND HAIRSPRING WORK 
W. J. Kleinlein $3.50 


Simplified methods for the experienced repairer. A 
guide for the beginner in this important phase of 
watch work. 


RULES & PRACTICE FOR ADJUSTING WATCHES 
W. J. Kleinlein $3.50 


A modern book for everyday use which explains and 
analyzes all parts of adjusting. 


MODERN CLOCKS—THEIR DESIGN AND 


‘ MAINTENANCE 
T. R. Robinson $2.25 


A text book covering the technical and commercial 
sides of the industry written by a practical clock- 
maker and repairer. 


MODERN METHODS IN WATCH ADJUSTING 
Harold Caleb Kelly $2.65 


A clear and non-technical treatise on the subject 
of adjusting. 


THE WATCH & CLOCKMAKER'S HANDBOOK, 
DICTIONARY AND GUIDE $6.00 


Late Frederick J. Britten 14th edition revised 
As the title indicates—this is an encyclopedia or dic- 
tionary rather than a collection of lengthy treatises. 


CLOCKS AND WATCHES 


For those desiring knowledge of watch and clock 
manufacture, distribution and marketing. 


PRACTICAL BENCHWORK FOR HOROLOGISTS 
Louis and Samuel Levin $5.00 
Covering a Remarkable Range of Details of Watch 


Repairing, with Emphasis on Good Tools and How to 
Use Them 


G. L. Overton $1.25 
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This does not come anywhere near fitting any American 
case. Can you give me address of any firm who could 
make a case for it? (Question No. 5321.) M. M. B. 


Answer—Specially made cases for odd-size move- 
ments may be obtained of N. J. Felix & Sons, 71 Nassau 
st., New York City. You could, of course, send the 
movement on for an estimate of cost, prior to deciding 
about having the work done. 





LD CLOCKS—Can you give us anything about the 

history of these clocks; the age, etc., and whether 
they are valuable antiques: one a grandfather clock, on 
dial “Hoadley, Plymouth”; the other, in a highly orna- 
mented enameled iron case, has on dial and stamped on 
movement a monogram “F.K.,” and small letters below 
“N.Y.” (Question No. 5322.) M. O. 


Answer—The clock with monogram F.K. is one sold 
by a wholesaler and importer of clocks, Frederick 
Kroeber, who was in business at 8-10 Cortlandt St., New 
York, from 1870 until about 1900. This clock is not 
rare, and has no value except what it is worth as a clock 
for use. 

The Hoadley clock was made by Silas Hoadley, who 
was in business at Plymouth, Conn., from 1812 until 
1849. If this clock has a wooden movement, it was 
made not later than 1838, and is therefore at least 102 
years old. Clocks like this, of the “grandfather” type 
with wooden movements, are not as plentiful in the mar- 
ket as are the Connecticut self-clocks, and for this rea- 
son they command substantially better prices. The 
value depends much upon the design and material of the 
case. If these are of exceptional beauty, the clock is 
valuable accordingly. But we cannot say just how much 
the clock is worth; it is only on the more ordinary old 
clocks that there is anything like a customary or market 
value quotable, because there are many of them being 
bought and sold at all times. The value of a clock like 
yours is, of course, the highest price that can be ob- 
tained, by bidding between would-be owners. Naturally. 
the more prospective buyers you can line up, the better 
the price that may be obtained. 


HRONOMETER JEWEL—We have for repairs a 

marine chronometer that needs a balance hole 
jewel, the old one being cracked. This jewel is quite 
different from the largest watch hole jewel; the pivot 
hole is not very large, but the diameter of jewel, curve 
of face, etc., such that we cannot find one to match it in 
any material house stock. Can you advise what to do? 
(Question No. 5323.) C. L. Co. 


Answer—As you say, the proportions of form of 
marine chronometer jewels are quite different from 
watch jewels, and stocks of this material are not usually 
kept by watch material houses, on account of limited 
demand. We suggest that you send the old jewel to be 
matched, to T. S. & J. D. Negus Co., 69 Pearl St., New 
York, who specialize in chronometer work. 


LACKING COPPER—How can we give a black 

coating to a cigarette case made of copper? In 
repairing one, some of the black finish was accidentally 
removed. (Question No. 5324.) A. A. 


Answer—Polish off all remaining black on the cop- 
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per. Immerse the work in a solution of arsenious acid, 
2 parts; hydrochloric acid. + parts; sulphuric acid, 1 
part; water, 24 parts. We recommend having the solu- 
tion made up by a druggist or chemist, to avoid danger 
in mixing the acids, unless you have had experience in 
such work. After immersion, rinse well with water; rub 
the work with a piece of rag slightly moistened with oil 
—this intensifies the blackness of the coating. 


ALANCE STAFF FINISH—When gray-finishing 

a balance staff, I always have trouble getting that 
even, frosty-looking gray appearance that is on staffs 
when they come from the factory. Can’t seem to avoid 
grinding rings around the work. I use an iron lap with 
oilstone powder and lathe oil. Can you point out any 
reason for the faulty finish referred to? (Question No. 
5325.) W. M. 

Answer—Your method seems to be all right, as far 
as the tool and material goes. But probably what is 
wrong is the relative speed of lap and staff. If the staff, 
in the lathe, is run at rather high speed as the lap presses 
against it, that would grind rings in the finish, and pro- 
duce a finish that could be described as somewhere in 
between gray and polished. The finish that you very 
well describe as an “even, frosty-looking gray” can be 
produced by running the staff rather slowly; then press- 
ing the charged lap against the work, managing the 
speeds of both so that the action is to “‘squeeze” the 
grains of powder between the staff and the lap. This 
results in a surface made up of microscopic indentations 
made by the grains in the surface of the work, instead of 
the rings you have noticed. Another important point is 
not to mix too much oil with the powder; the mixture 
should be like a very thick paste instead of a liquid. 





IGH TRAINS—About these new designs for very 
small watch movements, when the “train” is fig- 
ured for more than 18,000 beats per hour, what are the 
higher trains in use now? (Question No. 5326.) C. L. 


Answer—The American watch companies are using 
19,800 beats per hour, which is 514 beats per second; 
and 21,600 beats per hour, which is 6 beats per second, 
in watches of over 18,000 trains. In Swiss watches there 
are the above trains, and a number of odd ones that can- 
not well be figured down to even beats-per-second. 


EGULATING PROBLEM—A watch in my shop 

to be regulated, sometimes runs pretty well, but 
sometimes has a spell of running slow and the regulator 
doesn’t have much control on it. Is there anything I 
can look up for this trouble? Thought might be loose 
hairspring pins, but they are all tight. (Question No. 
5327.) C. L.A. 


Answer—Better see whether the cannon pinion is of 
too free a fit on the center-post. This could cause the 
irregularly slow rate that cannot be corrected by the 
regulator. The watch could be keeping time, but slip- 
page between center-post and cannon pinion would cause 
the dial train and hands to stand still at times, or to 
just “crawl” slowly, these effects varying more or less, 
and producing all of the difficulties you mention. 
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Manufacturers’ News 





KHADLEY ANNOUNCES NEW MEN'S JEWELRY LINE 





Complete line of gold filled and rolled gold plate jewelry accessories added to Hadley watch 
bracelet and Waldemar lines—to be sold only through jewelers 


A name which for more than 25 years 
has been associated with quality prod- 
ucts: in the jewelry field takes on an 
added significance this month, as The 
Hadley Co., Providence, R. I., announces 
a new line of men’s jewelry, known as 
Hadley Gold Accessories. 

“The announcement of this line marks 
the culmination of two full years of care- 
ful planning..;and painstaking work,” 
says G. A. Ingleby, general manager of 
The Hadley Co. “Immediately upon our 
decision to enter the men’s jewelry field, 
certain standards and basic policies were 
decided upon; among them, the fact that 
our line would be sold through retail 
Jewelers. only,.and to them through au- 
thorized distributors. It was also de- 
cided that Hadley Gold Accessories 
would be made of gold filled or rolled 
gold plate material only. And that Had- 
ley service, as it is known to the trade 
from, years of pleasant relationships, 
would back every sale. 

“The matter of design became one of 
the most interesting problems encoun- 
tered in building the line.” Mr. Ingleby 
continued. “So many differences of 
opinion on styling developed, that the 
need for sales research became evident, 
to determine without question what the 
wanted men’s jewelry styles really are. 
Consequently, a great deal of time was 
spent—and I think I may say very well 
spent—in determining the style and de- 
sign features that actually do move men’s 
jewelry. ‘These findings were then incor- 
porated into the Hadley line, and in ad- 
dition, over a dozen new patents were 
secured, to cover design and convenience 
developments.” 

“Since we were determined to make 
the Hadley line outstanding,” he added, 
“every detail that could contribute to 
that end was given the most careful in- 
dividual attention. In the matter of 
packaging. for example, weeks were 
spent in developing a smart and practi- 
cal package design which could be used 
on the inexpensive put-ups as well as 
the most elaborate gift set, so that all 
Hadley packages would be _ instantly 
recognizable as members of a _ well-de- 
signed ‘family... The same care was 
exercised in the selection of pad mate- 
rials and in the arrangement of the mer- 
chandise on the pads for best display. 
The result of these efforts is a group 
of gift packages which we believe any 
jeweler will agree are among the best he 
has ever been offered.” 














Hadley will be remembered by the 
trade as one of the first manufacturers 
of jewelry to adopt a policy of controlled 
distribution. This same policy, which has 
governed the sale of Hadley watch at- 
tachments for many years, will apply on 
Hadley Gold Accessories, with strict 
price maintenance to protect the jeweler. 
An effective national advertising pro- 
gram has been planned, for release as 
soon as distribution is sufficiently com- 
plete to warrant it. 

The Hadley Gold Accessory line of- 
fers a complete assortment, including 
belt buckles, collar holders, cravat chains, 
cuff links, formal jewelry, key chains, 
tie clasps, sport chains and Waldemar 
knives. Prices of individual items range 
from $1 to $10, but, recognizing the im- 
portance of gift sets in the jeweler’s 
profit picture, Hadley also offers pack- 
aged sets in a large variety of combina- 
tions with the dual sales appeal of qual- 
ity and price, the sets retailing at from 
$2 to $15. Of special interest to the 
jeweler is the fact that every Hadley 
package will contain a leaflet “re-selling” 
the customer on the wisdom of “buying 
jewelry from the jeweler.” 


Bulova Releases New 
Watertite Watch 


A new waterproof watch named _ the 
“Aqua-Time” has just been released by 
Bulova Watch Co. It has a 17-jewel 
movement in a round case, of natural 
color rolled gold plate with waterproof 
leather strap, and retails for $37.50. 

A complete ad mat service, accenting 
the great variety of uses to which this 
watch can be put, is available to Bulova 
dealers. 


Army Air Corps Orders 
Watchmaster Rate Recorders 


In the Government Air Service, Watch- 
master watch rate recorders have been 
designated to keep timepieces on time. 
The Army Air Corps has just ordered 
nine Watchmasters from American Time 
Products, Inc., New York. 

These instruments will be used at im- 
portant air bases where they will pro- 
duce printed records of watch rates and 
performance and indicate the causes of 
any irregularities. 
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Heller Returns from Selecting 
Cultured Pearls in the Orient 


Ernest S. Heller of L. Heller & Son, 
Inc., New York, has just returned from 
an extended trip to the Orient, in the 
course of which he visited the principal 
cultured pearl producing centers, per- 
sonally selecting high grade specimens 
from the current crop for use in Heller 
Cultured Pearl necklaces. 

Mr. Heller regularly spends a large part 
of each year in this manner to assure 
a constant and adequate supply of gems 
of the quality standards insisted upon 
by this house for all its products and 
which have made the Heller name an 
outstanding one in the field. 

One of the pioneers in the cultured 
pearl industry, Mr. Heller is particularly 
well equipped with exact and complete 
knowledge of the characteristics that dis- 
tinguish fine cultured pearls, not only in 
thickness of nacre but in the lustre and 
color that are so essential in high grade 
pearl jewelry. 

Distribution of the Heller line is con- 
fined solely to regular retail jewelers, 
and is backed by a strong campaign of 
consumer advertising, which, in 1940, as 
in 1939, is built upon the “society debu- 
tante” theme. 

Mr. Heller foresees a record year for 
the sale of cultured pearls, and points 
out that. his firm is making every effort 
to help the legitimate retail jeweler ob- 
tain his rightful share of this business. 





Holmes & Edwards Feature 
Bride's Chest for Later Additions 


Realizing that most brides begin their 
silverware services with the essential 
pieces, planning to add other items as 
opportunity offers, Holmes & Edwards 








This chest can hold 108 pieces 


are building their spring promotion 
around a chest specially designed for 
this purpose. 

It is included with the purchase of 
50, 60, 70 and 74-piece services. The 
chest, which provides for adding other 
pieces and fill-ins to a total of 108 pieces, 
is made of solid willow wood, in a nat- 
ural lustre finish, with lining of white 
satin and valeda in the new spring shade 
of cruise rose. It measures 19 inches 
long, 10% inches wide and 3% inches 
high. While an ideal wedding gift, it is 
not so exclusively “bride-y” looking that 
it cannot be sold equally well in other 
seasons, and for other gift purposes. 
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Famous Watches of History 


An interesting historical booklet en- 
titled, “Time on Their Hands,” written 
in popular vein and telling the story of 
watches carried by famous men and 
women of history, is being offered by the 
Harvel Watch Co. to jewelers as a mail- 
ing or counter piece for distribution over 
the jeweler’s imprint. A small charge is 
made to cover costs for imprinting and 
handling. Included in this booklet are 
such worthies as Napoleon, Lord Nelson, 
John Milton, Henry VIII, Oliver Crom- 
well, etc., with the distaff side repre- 
sented by Catherine the Great, Anne 
Boleyn, Mary Queen of Scots and Marie 
Antoinette. 

In each case, a short highlight biogra- 
phy is given, accompanied by an authen- 
tic reproduction of the watch carried by 
the personage discussed. 

Mat service and counter displays are 
also offered as auxiliary merchandising 
helps, to assist dealers in tying in with 
the current consumer advertising cam- 
paign in Saturday Evening Post, Life, 
Photoplay and Collier's. 


Ronson Renews Exhibit at Fair 

Finding that their exhibit at the New 
York World’s Fair in 1939 attracted an 
immense amount of attention and public- 
ity, the manufacturers of the Ronson 
lighter have renewed the same arrange- 
ment for 1940. 

Occupying the same location, Store 
No. 1, Academy of Sports on Constitu- 
tion Mall, the Ronson display will again 
be a feature of the exposition with the 
famous Ronson “laughing manikin” as 
the focal point of its show window. The 
exhibit will be featured in Ronson adver- 
tising in consumer media. 


Elgin Reopens Fair Observatory 
Again this year the Elgin National 
Watch Co.’s observatory and exhibit is 
a feature of the New York World’s Fair. 
A tall pylon has been added to the 
glass walled structure, and the exhibits 





Astronomical clocks at the New York World's 
Fair Elgin Watch Exhibit building are set in 
motion as the Fair opens. Robert Miller, of 
the Elgin Observatory staff, and George 
Downey, resident manager of the exhibit, are 
shown at the telescope by which the time- 
determining apparatus operates. 


within the building have been rearranged 
and augmented. Girl hostesses selected 
from the prettiest Phi Beta Kappa co-eds 
throughout the country will again escort 
visitors through the exhibition of modern 
watches, ancient timepieces, mural paint- 
ings, and the stellar observatory. 
August 31, which is the closing day of 
the N.A.C.J. and A.N.R.J.A. convention, 
has been designated by World’s Fair of- 
ficials as both Elgin and Jewelers’ Day, 
and Elgin extends a special invitation to 
jewelers to visit the exhibit on that day. 
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From shaver box to cigarette box 


Remington-Rand Shavers As Gifts 


Remington-Rand is now offering its 
new 90-second Remington dual Close- 
Shaver (AC-DC) in a new package that 
is particularly suited for gift purposes. 
The shaver and accessories are fitted in 
a separate traveling case, and the entire 
package enclosed in a silver plated box 
—butler finish and hinged cover—that 
will hold 100 cigarettes . . . therefore, 
two gifts in one. Retail price, $16.75. 





Announces New Catalog 


The M. Fred Hirsch Co., Jersey City, 
N. J., begins its advertising campaign 
to retail merchants with the announce- 
ment in this issue of Jewe.ers’ Crrcuar- 
Keystone of its new and _ imposing 
catalog. 

For many years, the Hirsch Co. has 
been serving the retail trade with a line 
of sterling in a price range which brings 
it into the volume brackets and with the 
handsome new designs now being offered 
anticipates a bigger than ever sale for 
its line. 

A large quantity of merchandise is 
kept in stock for immediate shipment, 
the Hirsch Co. considering prompt ser- 
vice to its dealers as important a factor 
as price and design in building profit- 
able volume for both manufacturer and 
retailer. 


To Distribute Sawed-in-Half Pearls 


Leys, Christie & Co., New York, im- 
porters of “Orienta” cultured pearls, will 
give as souvenirs to jewelers attending 
the consolidated jewelry show, cultured 
pearls that have been cut in two, to 
show the thickness of the nacre deposited 
on the nucleus or bead during the time 
it has been within the oyster. In this 
way the jeweler can see how the thick- 
ness of nacre increases with the duration 
of culture. These samples would make 
excellent displays on a jeweler’s counter 
or in his show window and would serve 
as educational data to instruct custom- 
ers as to how the nacre is deposited. 


Sweep Second Watches Advertised 


The first of a series of advertisements 
for Ingersoll Sweep Second watches ap- 
pears in the American Weekly on June 9. 
The advertisement features the pocket 
watch at $1.95 and the wrist watch at 
$3.95 and stresses the many extra uses 
brought about by the large “second hand 
that sweeps the dial.” 

These new models, announced to the 
trade a few weeks ago, have been dis- 
tributed with colorful display cards ty- 
ing up with the national advertising. 
The Ingersoll-Waterbury Co. reports 
that the numbers have already proved 
very popular. 
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New Brand of China on Market 


A new make of fine china, manufac- 
tured in America, has just been placed 
on the market by Castleton China, Inc., 
New York. 

Louis E. Hellman, president of the 
newly organized firm, has long been 
prominent in the field of ceramics. As 
president of the Rosenthal China Co., 
and the Continental Ceramics Corp., he 
has played an important part in the 
merchandising of de luxe dinnerware in 
this country, and was a pioneer in pro- 
moting the change from the pale blue- 
white body formerly characteristic of 
fine china to the warmer ivory tones 
accepted and admired today. 

To carry out his ideas more fully, and 
to insure a source of supply that would 
always be depended upon, regardless of 
conditions abroad, Mr. Hellman and his 
associates have organized the Castleton 
China Co., which has started manufac- 
ture at New Castle, Pa., under the di- 
rection of James M. Smith, Sr. Castle- 
ton china is characterized by remarkable 
translucency, and a hard-wearing glaze 
of softly lustrous appearance. It is of- 
fered in a wide variety of design and 
decoration to appeal to diversified tastes. 

The line will be marketed through jew- 
elers, leading department stores and 
specialty shops, and will be backed by 
newspaper advertising, direct mail and 
displays. A national advertising cam- 
paign in the magazines is planned to 
start in the early fall. 


Gruen Ads Win Photo Award 


Two advertisements by the Gruen 
Watch Co., Cincinnati, which have re- 
cently been featured in national maga- 
zines, have been chosen by the East- 
man Kodak Co. as among the best 
photographs of the year to be made on 
Eastman film. These advertisements will 
be exhibited at the annual convention of 
the National Association of Photogra- 
phers at the Stevens Hotel, Chicago, dur- 
ing the third week of August. 

The advertisements of the Gruen Co. 
which won the honor were used in Life, 
The Saturday Evening Post, Vogue, and 
You magazines. All the ads appeared 
during April and May. These advertise- 
ments, bearing the caption, “You're 
Looking at Two Miracles in Watchmak- 
ing,’ featured the Curvex and Veri- 
Thin models of the Gruen line. 


Waltham Issues Handbook 


“Watchmakers’ Handbook” is the title 
of a 40-page manual, published last 
month by the Waltham Watch Co. as a 
technical reference for watchmakers. It 
is being distributed to watchmakers 
throughout the country with the com- 
pliments of the company. 

The data, which deal with mechan- 
ical improvements of Waltham watches 
as well as much horological material of 
general nature, were compiled and re- 
vised by the technical research division 
of the company. The cover design, 
format and editing were done by R. 
Bruce, Waltham’s advertising manager. 


Bulova Adds Mass Rede Stations 


Bulova Watch Co. announces the addi- 
tion of eight more radio stations to its 
list. The number of Bulova broadcasts 
now amounts to some 300,000 during the 
year, and according to Advertising Age 
and Sales Management magazines, this 
company is now America’s largest user 
of radio announcements. 














Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted”? $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. ; 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 








Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 





WATCHMAKER and salesman, 25 years’ 
experience; good all around man. C. 
Carr, 2211 S. Barr St., Ft. Wayne, Ind. 








ENGRAVER, highly experienced, artistic 
designs; fine cutting; abstemious. Ad- 
dress “D., 2291,” care Jewelers’ Circu- 
lar-Keystone. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





HIGH GRADE watchmaker, repair de- 
partment manager, salesman. Address 
“A., 2770," care Jewelers’ Circular- 
Keystone. 





RETAIL SALESMAN, 14 years’ thorough- 
ly experienced in every phase of cash 
and credit business; finest references. 
Address ‘“A., 2811,” care Jewelers’ Cir- 
cular-Keystone. 





TRAVELING SALESMAN, large an@ 
small cities Middle West, many years’ 
following, jewelers, gift shops, depart- 
ment stores. Address “A., 2154,” care 
Jewelers’ Circular-Keystone. 


CERTIFIED watchmaker, 16 years’ ex- 
perience, Bowman trained; ring sizing; 
age 32; married; $50 per week. Ad- 
dress “F., 2855,” care Jewelers’ Cir- 
cular-Keystone. 


PAWNBROKER’S clerk and counterman, 
age 35, desires position; 17 years’ ex- 
perience; A-1 reference. Address “R., 
2869,” care Jewelers’ Circular-Key- 
stone. 





CREDIT JEWELRY salesman, single, 30 
years of age, thoroughly experienced : 
highest references; distance no object. 
Address ‘‘N., 2805,” care Jewelers’ Cir- 
cular-Keystone. 





YOUNG LADY, jewelry experience, book- 
keeping, steno and general office, high 
school and college education; conscien- 
tious; references. Miss Ethel Rosen- 
berg, 1311 Morris Ave., Bronx, N. Y. 





JUNIOR WATCHMAKER and engraver, 
presently employed, desires change to 
North or West; Bradley trained; age 
23, married. Address “J., 2827,’ care 
Jewelers Circular-Keystone. 


WATCHMAKER, accustomed to doing 
better work, 28 years’ experience, de- 
sires connection with reliable firm; best 
references. Address “H., 2826,” care 
Jewelers’ Circular-Keystone. 

YOUNG MAN wishes position with watch 
importer or jewelry house; excellent 
references ; married; salary no object. 
Address ‘“T., 2872,” care Jewelers’ Cir- 
cular-Keystone. 








DIAMOND MAN, 12 years’ experience 
with large jewelry manufacturer; as- 
sorting loose diamonds, also mounted 
work; excellent references; available 
immediately. Address “L., 1964,” care 
Jewelers’ Circular-Keystone. 





A-1 WATCHMAKEER,, efficient, reliable on 
all makes and sizes; willing to work 
for salary or commission; will go any- 
where for worth while offer. Address 
“C. L., 2807,” care Jewelers’ Circular- 
Keystone. 





WATCHMAKER, jeweler, engraver, 
salesman, skilled mechanic, expert any 
make of complicated watch escapement 
adjusting; reliable and _ trustworthy; 
first class references. Address “O., 
2809,” care Jewelers’ Circular-Keystone. 








EXPERIENCED watch and clockmaker 
desires permanent position; can man- 
age repair department; plain engraver, 
good estimator; 25 years’ experience; 
married; references. Robt. Edwards, 
644 Lenox Ave., Waukegan, II. 





WATCHMAKER, 30 years’ experience, 
can repair all make watches equal to 
factory accuracy; fast; all class 
clientele; 22 years last employer; ref- 
erences. Address “H., 2890,” care 
Jewelers’ Circular-Keystone. 


CERTIFIED watchmaker and manager; 
single, reliable, highly trained; desires 
South or West in high class store, as 
head watchmaker or manager; best 
of references. Address “E., 2821,” care 
Jewelers’ Circular-Keystone. 





GENERAL MANAGER and supervisor of 
credit jewelry chain wishes to make 
change; opportunity to obtain a good 
man, a hard worker who knows his 
job. Address “D., 2817,” care Jewel- 
ers’ Circular-Keystone. 





FIRST CLASS platinum, gold jeweler, 
diamond _ setting, repairing, desires 
position in store or shop; now em- 
ployed; over 20 years’ experience. A. 
J. Barker, 601 Columbia _ Terrace, 
Peoria, Ill. 





WATCHMAKER, jeweler and stone set- 
ter, well experienced, neat appearance ; 
best of reference; age 33; 13 years 
with large credit house, desires posi- 
tion. Address “C., 2814,’ care Jewel- 
ers’ Circular-Keystone. 


YOUNG college woman, bookkeeper, gey- 
eral office, in New York City; five 
years’ experience wholesale diamonds 
bunch rings; excellent references, Aq. 
dress “G., 2889,” care Jewelers’ Circy- 
lar-Keystone. 








FIRST CLASS trade worker desires posi- 
tion; 12 years’ mail order and trade 
shop experience; expert hairspring and 
lathe work a _ specialty; prefer the 
West. Address “K., 2803,” care Jewel- 
ers’ Circular-Keystone. 





SALESMAN, experienced, Middle West 
territory, calling on jewelry and de- 
partment stores past 10 years, desires 
jewelry or watch line; drawing against 
commission. Address “A., 2883,” care 
Jewelers’ Circular-Keystone. 


YOUNG LADY desires position as as- 
sistant watchmaker; finished watch- 
making school; has tools; can assist in 
waiting on trade; North Carolina or 
Virginia preferred. Address “L., 2802,” 
care Jewelers’ Circular-Keystone. 











YOUNG LADY, full charge, bookkeeper, 
stenographer and all office details; ex- 
perience jobbing, manufacturing, dia- 
monds; A-1 references. Address “N,, 
2912,” care Jewelers’ Circular-Key- 
stone. 











BOOKKEEPER, stenographer, young 
lady, 10 years’ executive experience 
jewelry and watch trade; complete 
charge correspondence, collections and 
credits. Address “G., 2901,’ care Jewel- 
ers’ Circular-Keystone. 


JEWELRY designer and sample maker, 
able to create original line, perfectly 
familiar with all phases of pressure 
casting, desires position. Address “K., 
2909,” care Jewelers’ Circular-Key- 
stone. 


WATCH and _ clockmaker, also_ light 
jewelry repairing; first class workman ; 
will be at liberty around first of July; 
position in Connecticut_or nearby pre- 
ferred. Address “L., 2830,’ care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER, experienced all grades, 
sizes; nice work producer; _ sober, 
honest: American; references; please 
state if steady and salary. Daniels, 
Watchmaker, General Delivery, Hart- 
ford, Conn. 





DIAMOND SETTER, very fine, all around 
on platinum work; known among the 
best in New York, wishes to make con- 
nection with reliable concern out of 
town. Address “R., 2796,” care Jewel- 
ers’ Circular-Keystone. 





CONTACT WANTED, with employment 
in view, by one who has bought, im- 
ported, rebuilt, styled and personally 
sold antique jewelry to country-wide 
following. Address “D., 2898,’ care 
Jewelers’ Circular-Keystone. 


STOCK order clerk, young man, with ex- 
tensive knowledge of watches, jewelry, 
ambitious, desires position with watch, 
jewelry house; excellent references ; 10 
years’ experience. Address “A., 2842, 
care Jewelers’ Circular-Keystone. 





RETAIL SALESMAN, 12 years’ experi- 
ence, with credit and cash stores; €x- 
cellent salesman, thorough knowledge of 
the credit jewelry business; out of New 
York position desired. Address “H., 
2896,” care Jewelers’ Circular-Keystone. 


FINE WATCHMAKER, railroad timing, 
very good on compensating balance, 
small escapement and hairsprings; age 
40; salary $35; Midwest states pre- 
ferred. Address “P., 2866,” care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER, 20 years’ experience; 
New York leading jewelry stores; all 
around man; last position held seven 
years; willing start moderate salary. 
Address “J., 2874,” care Jewelers’ Cir- 
cular-Keystone. 
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WATCH WORK FOR THE TRADE 








CLOCK REPAIRING; American, 
foreign, antique clocks repaired and 
cases refinished; new movements in- 
stalled and specialty work of all 
types; prompt service; quality work- 
manship; reasonable prices; quota- 
tions given upon request. The Clock 
Shop, 10 Park St., Thomaston, Conn. 


——————— 
Special Order Work ano 
Repairs for the Crade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bildg., St. 
Lous, Mo. 


DIAMOND SETTING; skilled, efficient 
workmanship and prompt service; 
prices upon request. D. Geller, 51 
Chrystie St., New York City. 


PENS REPAIRED FOR DEALERS; 
fountain pens, desk pens, ‘“Vaku-um” 
pens, pencils, etc., repaired at standard 
prices; mail all makes to one place for 
better service; est. 1904; we feature 
gold pen points and repairing. Welty 
Pen and Repair Co., 38 S. State St., 
Chicago. 














AUTHORIZED fountain pen service to 
dealers everywhere; minimum factory 
prices and policy, plus quicker delivery 
and the advantages of combining all 
make pens under one mailing; saves 
more than half your postage cost. Open 
account, Miller’s Pen Service, Atlanta, 
Ga. 








To Let. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








SPLENDID opportunity for watch re- 


pairing, front window of barber shop, 
in choice section of Astoria; investi- 
gate. 


M. A. Viscardi, 25-36 Broadway, 
Astoria, L. I., N. Y. 





JEWELERS’ bench seats, or full equipped 
shop for rent; modern shop equipment; 
pleasant surroundings; reasonable. 
* 1404, 64 W. 48th St., New York 
sity. 


SAVE EXPENSES in sharing with us 
airy, North light offices, with stenog- 
rapher; seeking congenial party in 
some branch of diamonds, or watches, 
or jewelry line, not conflicting with 
what we do; come in and let’s discuss 
whatever proposition that will be 
mutually agreeable. Apply, 551 Fifth 
Ave., Suite 1001, New York City. 











Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words 5 cents a word 








LEARN WATCH REPAJRING by doing 
it; thorough training under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





WATCHMAKERS;; increase your ability 
through the highly recommended 
books: “Rules and Practice for Ad- 
justing Watches” and “Practical Bal- 
ance and Hairspring Work” by Walter 
nen. Your jobber or trade jour- 
nal, 
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NEW YORK 

(From page 98) 
the committeemen who are F. Norman 
Ullrich, chairman, George Schofield, Bar- 
ney Lessner, Wheaton Gray, Harry 
Cohen and Ben Staufenberger. Some- 
one who can give the correct answer 
to “How long is a piece of stringé” will 
win a portable radio which is just one 
of scores of prizes for the affair. 
q John Abel, of Abel Bros. & Co., Inc., 
16 Maiden Lane, who claims to have 
traveled with jewelry for 53 of his 68 
years, and gone through rough country 
where he carried two loaded revolvers, 
was apparently the victim of a New 
York sneak thief on May 9. Mr. Abel 
had just put down his satchel at a sub- 
way turnstile at 4th Ave. and 28th St., 
long enough to find a coin, and stooped 
to find it gone. The bag contained about 
600 wedding rings, 72 diamond and 
platinum wedding rings and a number of 
dinner rings, with a total value of more 
than $8,000, less than half of which was 
covered by insurance. Each ring was 
stamped with the Abel mark, an A inside 
a bell. 
q G. H. Niemeyer, head of Handy & 
Harman, and chairman of the Jewelers 
Vigilance Committee, sent the following 
wire, last month, to Greenbaum, Wolff 
& Ernst, attorneys-at-law, at 285 Madi- 
son Ave.: “The -silver anniversary of 
the establishment of your firm gives me 
the opportunity of telling you how grate- 
ful the jewelry industry is for all that 
you have done for it during these 25 
years. Your efforts in behalf of the Na- 
tional Jewelers Board of Trade, the Jew- 
elers Vigilance Committee, the Jewelers 
Tax Committee and many others have 
been of inestimable value and that you 
rendered this service mostly without ade- 
quate compensation and many times 
without any reward whatsoever deserves 
the recognition which I am trying in a 
small measure to convey at this time. 
May your firm and its principals live 
for many years to come and its well 
deserved success continue.” 
q A four-time offender with five years 
time still to be served and wanted for 
violation of parole, was brought to jus- 
tice through the police work of Kenneth 
I. Van Cott, manager of Marcus & Co., 
5th Ave. jewelers, last month. Suspicious 
because the “customer” misspelled the 
name of the Pittsburgh street in which 
he claimed to live and because he ten- 
dered a personal check after first offer- 
ing a cashier’s check, Mr. Van Cott wired 
to Pittsburgh for confirmation. He 
learned that the man, who was well- 
spoken and smartly attired, was not the 
son of a prominent Pittsburgh steel 
magnate as he represented, for the steel- 
man named has no son. The swindler 
was nabbed by police when he returned 
to the store several days later to claim 
the $2,500 engagement ring, $105 watch 
and $150 wedding ring he had ordered. 
Mr. Van Cott was not misled by the 
genuine letter of introduction from a 
substantial New York citizen who had 
been taken in by the man’s “sincerity 
and charm.” 


Horos Meet in New Quarters 


The Horological Society of New York 
had its best attendance of the year when 
it met, May 7, in its new meeting rooms 
in the Engineers Bldg., 29 W. 39th St. 
Acting on the suggestion of Henry B. 
Fried, secretary, that the society sponsor 
a meeting of the New York State Horo- 
logical Association, on Labor Day, at 
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the World’s Fair, the executive committee 
took the matter under consideration. Mr. 
Fried, President Andrew Park, and J. L. 
Roehrich, newly-elected president of the 
state organization, reported on the re- 
cent sessions at Albany. The guest 
speaker was Mr. Van Laar, of the New 
Jersey Watchmakers Association, who 
outlined the activities of his group and 
commended the New York society for 
the strong position it has taken against 
those who practice price advertising of 
repair work. Officers will be elected at 
the June 4 meeting, which will be the 
last of the season. 


| Agree to Halt "Wholesale" Claims 


WasHinctron—Yeblon & Co., Inc., and 
Hyman & Zaslav, Inc., in the sale of their 
and other products through 
Yeblon & Co., Inc., agree to cease using 
the terms “list prices,” “discount,” “cata- 


| log list price,” or “subject to our regular 
| distributors 


discounts” in catalogs, 
printed matter or otherwise; or to dis- 
continue representing in any way, di- 
rectly or inferentially, that the prices at 
which they sell their merchandise con- 
stitute a discount to the purchaser or 
are wholesale prices, when in fact such 
prices are the usual and customary 
prices. 





The Jewelers Board of Trade classifies 
Yeblon & Co., Inc., as retailers, and 
Hyman & Zaslav, Inc., as wholesalers. 





Macher Case to Go to Trial 


The Macher Watch & Jewelry Co., 15 
Maiden Lane, has filed an answer to the 
complaint of the Federal Trade Com- 
mission alleging misrepresentation in the 
sale of watches, jewelry, silverware, elec- 
trical appliances and other merchandise, 
and the case was awaiting trial last 
month. The F.T.C. in its complaint 
allegs that the Machers are not whole- 
salers or jobbers but retailers; that the 
prices they represent as customary re- 
tail prices are in most instances ex- 
aggerated; that the prices they charge 
are not wholesale but the customary 
retail prices; that the rings they sell as 
being set with genuine stones or gems 
have artificial or synthetic stones of little 
or no value, and that the respondents 
have not been in business for 50 years, 
having begun operations about 1930. 





Manufacturers Like Publicity Plan 


The New England Manufacturing 
Jewelers & Silversmiths Association’s 
annual drive for funds for the Jewelry 
Industry Publicity Board has gone over 
the top by $548, with 161 concerns con- 
tributing. 

During the four years that the cam- 
paign has been held the number of sub- 
scribers has increased sharply each year. 
The total raised from the jewelry makers 
has risen from -$2,762 in 1937 to $6,548 
during the recent drive. 

The association points out that an ef- 
ficient organization has been developed 
over the years and that it has been for- 
tunate in the selection of ehairmen to 
head the drives. This year’s drive was 
headed by Arthur Kaplan, of Louis 
Stern Co. 

While the best showing was made by 
the metal findings manufacturers, with 
every member contributing and with the 
association doubling its subscription, con- 


| tributions were received from all di- 


visions of the industry. 











JEWELERS' VIGILANCE COMMITTEE ACTIVITY NATIONAL IN SCOPE 


The Jewelers’ Vigilance Committee, incorporated in 1917, 


was organized during the World War with objectives as 


outlined in the Preamble to Constitution and By-laws; viz: 

“The success of the manufacturer, importer and job- 
ber of jewelry depends primarily on the success of 
the retail jeweler whose success in turn rests on the 
foundation of public confidence. 

The jewelry business is conducted on a plane of 
straightforward and honest dealing, but occasionally, 
as in other lines, there are unscrupulous men who 
employ methods which tend to weaken the confidence 
of the public in jewelry and so menace the wellbeing 
of our trade. 

Public confidence can be measurably strengthened if 
the various branches of our business can devise 
simple legal safeguards which will restrain the evil- 
doer and reassure and protect the ultimate consumer. 


To this end the Jewelers’ Vigilance Committee 
pledges itself to try to prevent, minimize or stop 
fraud, misbranding and all kinds of misrepresenta- 
tion of merchandise and materials handled by the 
jewelry and kindred trades. 
It further pledges itself to defend the interests of 
all branches of our trade against unfair attacks and 
unjust legislation, whenever prompt action 18 re- 
quired and no other trade organization is prepared 
to undertake such defense. 
In order to obtain a fair representation of the vari- 
ous branches of the trade, the charter members of 
the Jewelers’ Vigilance Committee are appointed at 
the suggestion of various trade associations and 
trade interests, but they shall nevertheless in no wise 
incur liability against or be subject to any control 
by, or represent any such associations or interests 
on the Jewelers’ Vigilance Committee but shall act 
solely as individuals on the committee for the best 
interests of the entire trade and the public.” 
Ever since its inception, the Vigilance Committee has en- 
deavored to act in the best interest of the jewelry industry 
as a whole. 
In the past its directors have largely represented the indus- 
try in the New York area, despite the fact that the work 
of the Committee has been national in its scope. It is con- 
ceivable that another national emergency may confront our 
trade and it is also otherwise desirable to extend the scope 
of our work, therefore, this Committee proposes to nomi- 
nate as directors the following men: 


LOS ANGELES, CAL. G. H. Niemeyer, 
Arthur P. Care, Handy and Harman. 
B. W. Reynolds Co., Inc. William B. Ogush, 
WASHINGTON, D. C. Katz & Ogush, Inc. 
Arthur J. Sundlin, Lee Reichman, 
A. Kahn, Inc. Reichman Bros. 
CHICAGO, ILL. M. D. Rothschild. 
Frank Milhening, Max E. Schwab, 
J. Milhening, Inc. Schwab & Wuischpard. 
Maj. J. T. Montgomery, W. Waters Schwab, 
~ A. —~— = Co. J. R. Wood & Sons, Inc. 
eorge Engelhard, 7 
“sedienst Tamaler ” Otto D. Wormser. 
Raymond C. Yard, 
MARION, IND. Raymond C. Yard, Inc. 
Ralph BE. Roessler. A ne 
CINCINNATI, OHIO 
ST. LOUIS, MO. Benjamin S. Katz, 
James H. Hetzel, The Gruen Watch Co. 
Eisenstadt Mfg. Co. 
v LANCASTER, PA. 
NEWARK, N. J. R. M. Kant, 
A Shiman, Hamilton Watch Co. 
Sanne mae, OS. PHILADELPHIA, PA 
NEW YORK, N. Y. W. A. Streeter, 
Alpheus L. Brown, Bailey, Banks & Biddle 
Sigmund Cohn. Oo. 
P. M. Fahrendorf, , RED 
“Jewelers’ Circular- oe A oak; Ir 
Keystone.” 5. A melee a Oo” 
Walter N. Kahn, ee. Si 
L. & M. Kahn & Co. Edgar C. | Docherty, 
Victor Lambert, William C. Green Co. 
Lambert Bros., Jewelers, George A. Ingleby, 
Inc. The Hadley Company. 
Clifford F. Lamont, DALLAS, TEXAS 
John Lamont & Son, Inc. Myron Everts, 
J. Mehrlust. Arthur A. Everts Co. 


In asking the men who live at some distance from 
New York to serve, it will be difficult, if not impossible, for 
them to attend meetings except perhaps in an emergency. 
However, because of their reputation and influence in their 
respective communities they can cooperate with and ma- 
terially assist the Vigilance Committee in its stated 
objectives. 


Following are just a few of the accomplishments of the 
Jewelers’ Vigilance Committee during the past year as 
submitted by its chairman, Mr. G. H. Niemeyer: 


Case No. 125: A distributor of trophies, belt buckles, 
medals and similar articles advertised certain items eg 
made of ‘‘Sunburst Gold Metal’. Letters from the Com- 
mittee were ignored and thereupon the facts were pre- 
sented to the Federal Trade Commission. In November, 
1939, the Commission announced that the distributor had 
stipulated to cease and desist from using the term ‘‘Sun- 
burst Gold’, or the words ‘‘gold’”’ or ‘‘silver’’ to apply 
to products not composed of such metals. 

Case No. 180: A ring manufacturer stamped certain of its 
products with the word ‘“gold’’ with no accompanying 
karat mark, other symbol or description. Assay disclosed 
that the rings so marked were made of a gold alloy of 
approximately .335 (8 K) fineness. In January, 1939, the 
manufacturer signed a stipulation with the Federal Trade 
Commission agreeing to cease and desist from further 
use of such mark. Subsequently, it developed that it 
was marking this type of product with the designation 
“8 Kt.’’ In March, 1940, the Federal Trade Commission 
announced that this manufacturer had agreed to cease 
and desist from designating any alloy of gold of Jess 
than 10 Karat fineness with the term ‘‘gold’’ or any other 
quality mark indicating the presence of gold. tn this 
stipulation, direct reference is made to the provision con- 
tained in Commercial Standard CS67-38, and other stand- 
ards issued by the National Bureau of Standards, limit- 
ing the word ‘‘gold’’ and other quality marks to alloys of 
10 Karat fineness or over. 

Case No. 179: A wholesaler purchased sterling crosses, so 
stamped, assembled them with white metal chains and 
mounted the complete article upon cards. Invoices to 
dealers carried the description ‘‘sterling crosses and 
chains’’. Summons was served by the Bureau of Weights 
and Measures charging violation of Section 422 of the 
Penal Code. Defendant entered a plea of guilty and was 
fined by the Court of Special Sessions in the sum of 
$100.00. 

Case No. 206: A manufacturer of rings made of 14 Karat 
yellow gold with an 18 Karat gold insert around the set- 
ting, stamped such rings ‘14K - 18K’’. Following confer- 
ence with representatives of the Committee, the manufac- 
turer agreed to eliminate this double mark and henceforth 
use either the stamp ‘14K’’ alone, or ‘14K Yellow & 18K 
White Gold’; it also agreed to fully describe all merchan- 
dise in advertising so there could be no confusion on the 
part of the purchaser as to its quality. 

Case No. 210: Lockets were offered to a dealer made 
with an outer shell of sterling silver and with inner fleld 
pieces and bezel of base metal, which were stamped 
“Sterling”. The manufacturer was advised that neither 
Federal nor State laws permit articles of this type to be 
marked ‘Sterling’. The Committee was assured that the 
article had been withdrawn from the market and that 
no more would be made. 

Cases Nos. 214-217 & 220: In connection with the sale of 
a breakfast food, a cleaning compound and a toilet soap, 
the manufacturers of these products offered premiums de- 
scribed respectively as ‘‘Genuine 24-Karat Antiqued Gold 
Plated Cameo Clip’, ‘Antique 24 Karat Gold Color (brace- 
let) .. . with charm of a Blarney Stone” and ‘24K Gold 
Plate’ (locket). The Committee communicated with each 
of these manufacturers pointing out that the use of the 
karat mark in connection with articles electroplated or 
flashed with gold has been condemned by the jewelry trade 
and in each instance prompt assurance was received that 
advertising claims would be modified. 


Case No. 218: A card in a dealer’s window announced 
“‘Sale—Aquamarines”, in front of which were placed three 
unmounted = stones. An Inspector of the Bureau of 
Weights and Measures purchased one of these stones 
which upon, examination was found to be a _ synthetic 
spinel. The Grand Jury of New York County, to whom 
evidence was presented, directed the filing of an informa- 
tion, charging violation of Section 421 of the Penal Code. 
Subsequently, on motion of the District Attorney's office, 
the case was dismissed by the Court of Special Sessions. 
Cases Nos. 229 & 248: Two manufacturers of silver 
plated ware in emphasizing the feature of their products 
whereby additional silver is added at points of wear, played 
up the word “sterling’”’ so that readers of their advertis- 
ing might gain the impression that the goods offered were 
sterling and not plated. When this possible effect was 
pointed out by the Committee, both promptly gave assur- 
ances that in future copy the term “silver plated’’ would 
be featured and the word “‘sterling’’ printed in comparable 
sized type. 

Case No. 282: A local jeweler in one of the smaller 
Eastern cities advertised a diamond sale, featuring it with 
headlines reading ‘‘Diamond Prices Crash on Threat of 
War in Europe”’ and illustrating the ad with an explod- 
ing firecracker, below which was the statement ‘‘Diamond 
Prices Explode’. The local Better Business Bureau asked 
the aid of the Committee in securing facts concerning the 
diamond market here and abroad. These were supplied 
the Bureau and later the Bureau advised that following 
conference with the advertiser, assurance had been given 
that no further claim of this character would be made. 


It should be of interest to note that the Committee has 
shoppers purchase items from stores in all parts of the 
country and have tae items checked to determine if the 
contents conform to the stampings and marks. Retailers 
would appear to be equally guilty with the manufacturer 
or wholesaler if there is found a violation of the stamping. 
The Jewelers’ Vigilance Committee should receive the 
heartiest cooperation of the entire jewelry and allied trade. 
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Art Metal Works, Inc. 
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Baker & Co, 1 Inc. 
Ball Co. 
Bates, C. J.. & Son.... 
Bechtel, Joseph B., & Co., Inc 
Becker-Heckman Co. . 
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Bradley Polytechnic Institute 
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Brenet Watch Co..... 
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DIAMOND JIM 


ONE OR TWO of our friends have suggested that 
we feature the possibilities of an advertising tie-up by 
jewelers with the newly-released motion picture ‘‘Lillian 
Russell’ because of the important part played in the 
story by Diamond Jim Brady, and the consequent em- 
phasis upon jewelry. 

Maybe we’re in the minority, but it’s our opinion that 
Diamond Jim Brady is one of the worst calamities that 
ever happened to the jewelry business, and that the 
less publicity jewelers attempt to tie up with him the 
better. 

True, his personal purchases provided a handsome 
volume of business during several years for the jeweler 
or jewelers from whom he bought, but the extremes of 
display and ostentation to which he went in his personal 
adornment was one of the greatest influences toward 
creating the feeling that the wearing of jewelry—and 
especially diamond jewelry—by men was in “‘bad taste.” 

We’re just beginning again to overcome the prejudice 
against men’s jewelry that the Diamond Jim Bradys 
and Coal Oil Johnnys of forty years ago did so much 
to create. For heaven’s sake, let’s not re-instil that 
prejudice and make ourselves laughing-stocks by hold- 
ing them up as examples to be admired and emulated. 


SECOND BOUNCE 
“FOR QUITE SOME TIME,” says a bulletin re- 


cently issued by the Chicago Association of Commerce, 
“we have been wondering how so many retailers can 
continue in business with the so-called ‘wholesale-to- 
consumer sellers’ blossoming like the flowers in May. 
To learn more about it, we recently did some quiet 
sleuthing.” 

The writer goes on to relate how, with one item after 
another, he found that the identical goods offered at 
pretended wholesale discounts by these catalog houses 
could be bought at lower prices from regular retail 
stores. 

“Our research completed,” he concludes, “we no 
longer wonder why retailers continue in business. Judg- 
ing from what we encountered, they catch the disgusted 
‘buy-it-wholesale shopper’ on the second bounce.” 

We've said before—and we say again—one of the 
most powerful and convincing arguments that any 
jeweler or group of jewelers fighting this wholesale- 
retailing or industrial jobber competition can find, are 
these specific examples of how the customer is gypped 
by the “buy it at a discount” houses. Do a little sleuth- 
ing of vour own. 


THEY DON'T KNOW 


JUDGING from the result of a survey recently con- 
ducted by a prominent silverware manufacturer, one 
of the biggest obstacles in the path of greater sales of 
sterling flatware is the belief by consumers that it costs 
much more than it actually does. 
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A large number of women were given a description of 
a set of flatware—so many knives, so many forks, spoons 
and so on—-which it was explained would cost about $59 
in a good quality of silver plate. Then they were asked 
—‘‘What do you think it would cost in sterling?” 


Only 10.3 per cent gave an approximately correct 
answer—namely, around $125. Nearly 90 per cent 
guessed wrong, and almost three-fourths of the wrong 
guessers were substantially higher that the actual price, 





The public simply doesn’t know what sterling costs, 
and most of them think it is much higher than it is, 
with the result that a lot of people who could well 
afford sterling don’t even consider buying it. 

Jewelers could do a lot to correct this situation and 
increase their sales by consistently showing in their 
advertising, their window display, and their personal 
selling, the reasonable cost of owning a set of sterling, 


KEEP COOL! 


WHAT'S GOING to happen to the diamond market, 
now that the Nazi war machine has over-run the great 
cutting centers of Amsterdam and Antwerp? What will 
be the effect on prices? Will adequate supplies continue 
to be available at any price? 

The answer to those questions, so far as it is humanly 
possible to answer them today, will be found on page 
58 of this issue, gathered by special cable service to 
Jewrters’ Crrcutar-Krystone, supplemented by doz- 
ens. of personal last-minute interviews with leading im- 
porters and cutters in this country. Read them carefully. 


One point is clear throughout—there is no occasion 
for panic or for speculative buying on the part of 
American jewelers. Ample supplies of cut stones in 
the medium and larger sizes are available and slight 
if any price increase in this class of goods is in prospect. 
Adequate cutting facilities to keep up stocks of such 
stones are also available, and the Diamond Trading Co. 
announces that it is not raising the price of rough. 


Melee is scarce and high in price, just as it has been 
ever since the start of the war, but as one importer 
points out, the increase in cost of the few small stones 
used in most engagement rings is such a minor part of 
their total cost that to stock up over-heavily for a pos- 
sible advantage of five dollars on a two-hundred-dollar 
piece would be penny wise and pound foolish. 


The best advice today is to cover your normal needs 
in a normal way and not overstrain your cash or credit 
in the hope of a speculative gain that would be small 


at best. 
VA GE ' 
/ , Cé d &e H 
t 


Editor 
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